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Executive Summary 
Julius Caesar designs men’s designer clothing and they are as of now, only selling their 
products in their domestic market which is Norway. This report is written to explore market 
opportunities and strategies to succeed in the UK designer clothing industry.  
To evaluate the potential opportunities and strategies, primary and secondary research was 
conducted in the analysis which concerned the external and internal environment which 
furthermore introduced the importance of consumer behavior and brand management.  
The analysis reveals both market opportunities and risks which have been followed by a 
suggested entry mode. The findings have resulted in branding strategies to be one of the main 
subjects throughout the report when discussing how JC can succeed in the UK.  
Based on our research we have recommended JC to enter the UK market for men’s designer 
clothing if a suitable agreement with the appropriate distributor can be made.  
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Chapter 1 Introduction 
The project will be introduced by a background on Julius Caesar (hereinafter JC), their 
products and business – objectives. This will be helpful to get a better understanding for the 
projects background for research.  
Definition of problem:  
“Can JC succeed in the UK market for men’s designer clothing and how?” 
1.1 Julius Caesar 
JC is a designer label that sells mainly men’s clothing. The company is based in Kristiansund, 
Norway.  The firm was founded by three young men; David Vassli Nilsson, David Strømman 
Nedal and Thomas Solli Sandvik. 
The company’s first collection was ready in 2006, and now, three years later, JC are 
established as one of the most promising designer labels in Norway. This was proved again 
during Oslo Fashion Week (February 09), were their latest collection was a huge success. 
Their latest fall/winter clothing line; “Wall Street Collection”, received phenomenal critics 
(Appendix 1). 
JC’s clothing is found in ten different stores around the country of Norway, as well as having 
their own flagship store in their hometown of Kristiansund. 
JC manufacture a wide variety of different clothing, from casual clothing to exclusive suits, 
which we will come back to in 1.2. The clothing is designed in Norway, manufactured in 
China and Portugal, before shipped to Kristiansund to be sorted out and sent to the different 
stores. 
Since their beginning in 2006, JC has had an enormous development their home market. From 
starting off as a home based company, without any real business experience and with a couple 
of hoods as their first “collection”, the company now has their own office and warehouse in a 
business park in Kristiansund. The establishers have gained experience with the business side 
of running a clothing line, and their variety of different clothing has excelled, now with three 
different clothing lines; all praised by Norwegian customers and fashion experts. 
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JC wants to expand abroad and are looking at the UK as a possible market to export their 
clothing lines. This goes well with the company’s vision, which is: “Veni Vidi Vici”, “I came, 
I saw, I conquered”. 
1.2 JC’s products 
JC has three different product lines; sport, trend and exclusive. The sport line consists of 
sporty casual garments, while the trend line is following the trends in fashion at a more 
sophisticated level and exclusive is concentrating on quality suits. The last mentioned line is 
the most expensive and is of the highest priority along with the trend line (Appendix 5).   
 
1.3 JC’s Business Objectives in the UK market 
JC is a successful brand in Norway, but has not expanded abroad as of yet. After dialogs with 
JC through our designated contact, David Strømman Nedal, an understanding of the 
company’s wishes regarding exporting to the UK have developed. 
According to JC, trend and exclusive are the lines they wish to concentrate on exporting to the 
UK market. As the company has no previous experience with the UK, they need research on 
the British customers and the UK fashion industry to reveal if exporting is a desirable 
opportunity. JC also wants to find out about clothing stores in the UK, and the potential and 
interest in retailing the JC clothing lines. They want to sell the clothes in the same kind of 
stores as in Norway, exclusive clothing stores which provides fashionable clothes for their 
customers. If the market analysis is favorable for JC exporting to the UK market, strategies 
have to be determined in order to know how JC should approach the market.  
Summed up, JC needs to know:  
“Can JC succeed in the UK market for men’s designer clothing and how?” 
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1.4 Market overview 
 
1.4.1 Future outlook in the UK market 
 
According to Mintel 2008, total spending on designer wear is forecast to grow by 14 % from 
2008 – 2013 to £2,3 billion. Removing the effects of deflation on clothing reveals real growth 
to be higher by 18 %. This estimate indicates a stable market in years to come. Furthermore 
they claim that it is the next couple of years that will be challenging (Mintel, 2008). 
 
1.4.2 Understanding the menswear market 
Menswear is all clothing for all boys and men at all ages. The only exception is with clothing 
for infants. In other words; all clothing made for males above the age of three are considered 
as menswear. The sector of this market consists of coats, suits, shirts, trousers and underwear. 
It is important to understand that shirts consist of all the upper body garments, such as t-shirts 
and sweaters). The total generated revenue was 19,2 billion dollars in 2007, which gave a 
3.3% growth that year (Mintel, 2008). 
This concluded also in a 2.4% compound annual growth rate. The compound annual growth 
rate (CAGR) is calculated by taking the Nth root of the total percentage growth rate, where N 
is the number of years in the period being considered. A formula is explained beneath; 
 
 
 
 
(Investopedia, 2009) 
The market is expected to accelerate over the years with an anticipated with an expected 
CAGR of 2.7% over 2007 until 2012 (Investopedia, 2009) 
The biggest product aspect of these sales, are trousers, which is equivalent to 46.65% of the 
market’s overall value (Investopedia, 2009). 
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1.4.3.1 Leading Companies in the UK market  
There are many different leading companies in the UK when it comes to menswear, and often 
these power houses retail clothing for women or children as well. Of course, even if these are 
some of the bigger retailers, there are also many other important retailers around the UK. The 
range of competitiveness amongst these retailers and other brands can be discussed to certain 
extent, but the clue to this section is to have greater understanding of how the industry works 
(Appendix 2). 
1.4.3.2 Perceived Value Propositions 
A good way of also understanding the market is through perceived value propositions. The 
figure below is divided in two sides, the perceived value and whole cost of ownership. These 
are also graded in a lower and higher context on each side to be able to evaluate the value of a 
certain brand. The brands have been divided into four categories as well; 
Entry Level, Mass Market, Premium Market and Luxury. Brands are put in this module after 
how high and low their value is perceived as; 
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Entry Level:  
 
The first section is entry level. In this section we have put Primark and Marks and Spencer. 
Marks and Spencer gets a stronger score here than Primark, as Primark is very cheap and the 
quality can sometimes be criticized as poor and very little eco-friendly. Marks and Spencer 
also gets a stronger score because of some of their designer collaborations (Tibbetts, 2008). 
 
Mass Market:  
 
In the mass market section, some of the most known bigger high street shops are represented. 
H&M, Topshop and Zara are some representatives and are all very close to each other. Of the 
three, H&M is the cheapest, but scores itself out of the entry level section because of the 
continuously use of designer collaborations, as well as good perceived value. Topshop and 
Topman is a bit pricier than H&M and also the quality of the goods are also a little better. 
And above Topshop comes Zara, as again this high street fashion house is more expensive 
and the quality is more exclusive (Mintel, 2008). 
 
Premium Market: 
 
In the premium market we find a selection of designer brands which have good quality and 
are more expensive than the brands and shops in the mass market. Here is also Julius Caesar. 
Julius Caesar is rated with quite a high cost of ownership and also high-perceived value. Right 
next to Julius Caesar is also Hugo Boss, which is the brand that got a high feedback in the 
primary research and is also compared to Julius Caesar in the positioning section. Hugo Boss 
has many lines, some more exclusive than others. However, compared to other brands placed 
in the luxury category, Hugo Boss suits the premium market better because of its pricing 
range. However, Hugo Boss comes out as a stronger brand than Julius Caesar, but they are 
still compared close due to price and quality (Hugo Boss, 2009). 
 
Luxury: 
 
In the luxury segment, we find the most exclusive and high-end brand that there is. Brands 
such as Louis Vuitton, Dior and Chanel are to be found here, as they are some of the most 
unique and priciest brands not only in menswear, but in the fashion industry in general. 
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However, some brands are more expensive than others, as well as some brands are more 
available than others due to cosmetics and fragrances (Gucci Group, 2009) & (LVMH, 2009). 
1.5 Research objectives 
1. To reveal if there is a market for JC in the UK 
2. Identify the competitive environment 
3. To see how JC may achieve success in the UK  
 
1.6 Personal interest 
It will be interesting to find out if a relatively small Norwegian design label can be successful 
outside the Norwegian border. We know the establishers of JC and it will also be in our 
interest to do a good job for them, enabling them to continue their ongoing success with the 
company. As members of our group also have a great interest in fashion, it will be interesting 
to find out more about the differences in style and opinions regarding brands within the 
fashion world. And what measures need to be made, in order for an unknown Norwegian 
brand to compete against large, multinational fashion labels. 
 
1.7 Summary of chapter 1 
JC is a men's designer label from Norway that started up back in 2006. They have 
experienced great success in Norway with their three clothing lines; sport, trend and 
exclusive.  
They are now looking for opportunities for an international expansion mainly with their 
exclusive line that consists mostly of suits. They have a vision for their company that goes 
well with their brand name: "Veni Vidi Vici", "I came, I saw, I conquered". 
JC has never crossed the Norwegian boarders before, but want to us to find out if there are 
any opportunities for them to enter the UK market successfully and if there exist a market for 
JC and identify the competition. These are the main purpose for doing this research for JC. 
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Chapter 2 Literature review 
The literature review will focus on theories explaining consumer behavior and branding. This 
will set the grounds for our research and strategies throughout this report. The Buyers 
Decision Making Process, positioning, segmentation, and differentiation will first be 
introduced. Important concepts to explore in branding are brand image, brand equity, brand 
identity, brand equity and brand personality.  
 
2.1 Theoretical Framework 
 
2.1.1 The Buyers Decision Making Process 
 
Figure 2.3 the Buyers Decision Making Process and possible influences 
(Dibb, Simkin & Bradley, 1997, p41)  
 
This model is important for anyone making marketing decisions. The model implies that 
customer pass through all stages in every purchase. However, in more routine purchases, 
customers often skip or reverse some of the stages. This model is very useful when it comes 
to understanding any purchase that requires some thought and deliberation (Sandhusen, 2000). 
Problem Recognition and Information Search  
 12 
 
This is the initial steps in this process. Consumers must first realize that they have a problem 
to solve before they can begin the process of making a decision about it. Information needs to 
be collected in some purchases that need some consideration. As the attitude changes, 
decision making is affected by the amount of effort consumers expend (Hoyer & MacInnis, 
2003). 
This kind of process starts with the problem recognition: “I need some new clothes”. This is 
the perceived difference between an ideal and an actual state. This is a critical stage in the 
decision making because it motivates the consumer to action (Hoyer & MacInnis, 2003). 
The ideal state is the way consumers would like a situation to be, like wearing attractive 
clothing, while the actual state is the real situation as consumers perceive it now. The problem 
recognition occurs if the consumer notices a discrepancy between the actual state and the 
ideal state: “My wardrobe is out of date” (Hoyer & MacInnis, 2003). 
There are a number of factors which influence the way in which people buy. By 
understanding some of these factors, businesses are in a better position to develop marketing 
programs which cater for their customers. These influencing factors can be grouped in the 
following way: 
• Personal influences – demographic issues, situational factors and involvement. 
• Psychological influences – consumers’ different perceptions, motives and attitudes 
towards what and how they purchase. 
• Social influences – individual tastes are influenced by social class and culture. 
• Media influences – advertising, sales promotion, publicity, sponsorship and direct 
mail. 
(Dibb, Simkin & Bradley, 1997, p42) 
Information Search 
A customer can obtain information from several sources: 
1. Personal sources: family, friends, neighbors etc. 
2. Commercial sources: advertising, salespersons etc 
3. Public sources: newspaper, radio, television etc 
4. Experiential sources: handling, using the product 
(Kerin, Hartley & Rudelius, Marketing, 2003, p101) 
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The usefulness and influence of these sources depends on the product and the customer. 
Customers will value personal sources more than commercial sources (word-of-mouth). The 
challenge for the marketing team is to identify which information sources are most influential 
of their target markets (Schiffman & Kanuk, 2004). 
Consumers often face many available options, often choosing from a set of products and 
brands. They first evaluate the options in the consideration set, and then find the inept set 
unacceptable, and treat those in the inert set with indifference (Hoyer & MacInnis, 2003). 
The consumer searches for the information to solve the problem either internally from 
memory or externally from outside sources, but it depends on the product how much the 
consumer will search for information. They will not put so much effort in a purchase that does 
not cost much, but they will put more effort in purchases that contain larger risks. (Hoyer, 
MacInnis, 2003) 
Commercial Sources – How does advertising work? 
The theories can be divided between Cognitive School and Behavioral School 
1. Cognitive school 
Brieley (2002) states that cognitive school is what we rationally think, and that is our left 
brain. The consumer is seen as rational decision maker, but a passive recipient of advertising 
messages. There is a sequential or a linear process the consumer follows which leads to 
purchase. So the consumer response to advertising is therefore explained in rational terms. 
(Brieley, The Marketing Handbook, 2002, p193) 
2. Behavioral school 
Is what we instinctively do, and that is the part of our right brain and it is about the brand 
image. The function of advertising is to create and tap into symbolism and imagery around the 
product which results in a relationship between the brand and the consumer. The consumer is 
seen as active, knowledgeable and sophisticated/street-wise. The brand choice is assumed to 
be made on emotional and intuitive feelings (Brieley, 2002). 
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Evaluation and Purchase 
In the evaluation stage, the customer will chose between the alternative brands and makes up 
the final decision and purchase the product. 
Post-Evaluation 
The decision does not end after consumers make a choice or a purchase. Consumers can 
experience dissonance or regret after a purchase. By helping consumers reduce post-decision 
dissonance and regret, marketers can diminish any negative feelings related to the product. 
We can accomplish this by helping consumers obtain supporting information. This kind of 
supporting information reduces dissonance and helps consumers develop a positive attitude 
toward the product/brand (Hoyer & MacInnis, 2003). 
It is the job of the marketing team to persuade the potential buyer that the product will satisfy 
the buyer’s needs. Then after the purchase, the buyer should be encouraged that he or she has 
made the right decision (Schiffman & Kanuk, 2004). 
 
2.2 Concepts and theories 
 
2.2.1 Positioning 
Why do people shop at “better stores”, when they can buy almost the same product for much 
less at a discount store? People that want a specific brand, price are not an important factor for 
them. They buy the product just because of the brand name, not necessarily the specific 
product. This “image” is in the consumer’s mind is cued by or communicated by the store 
name, or the brand (Elliot & Percy, 2007). 
Kotler and Keller (2006) explain positioning as “the act of designing the company’s offering 
and image to occupy a distinctive place in the mind of the target market”. In other words, to 
create a certain space in the consumer’s mind, to make the consumer associate the brand with 
a low number of Points of Difference (Pod’s) (Kotler and Keller 2006). This will be 
elaborated on in the section regarding differentiation. However, successful positioning is 
essential for the company’s development as it can create a good brand image and can lead to 
more attention and thereby increase the chances of a purchase decision which will be 
discussed later.  
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2.2.2 Segmentation 
The customer’s needs cannot necessarily be fulfilled by a mass-marketing approach, so by 
choosing the most appropriate segments companies can exploit their resources more 
efficiently (Dibb 1998). A segment in this sense is a group within a market that is clearly 
identifiable based on certain criteria (Lin 2002, p. 1). It is crucial for this strategy as any other 
to be properly implemented in order to succeed. Kotler’s checklist suggests that segments 
“should be measureable, substantial, accessible, actionable and stable” (Dibb, 1998). 
Kotler (1997) furthermore suggests that segments should be determined by geographic, 
demographic, psychographic and behavioral variables (Lin, 2002). After choosing the right 
segment, a company can better adapt to their customer’s developing their strategy. 
 
2.2.3 A Brand 
“A name, term, sign, symbol, or design, or a combination of them, intended to identify the 
goods or services of one seller or group of sellers and to differentiate them from those of 
competitors”. (Kotler & Keller, 2006) A brand can also be described as “name that influences 
buyers” (Kapferer, 2004, p. 11).  
De Chernatony and McDonald (1992) define a brand as “an identifiable product, service, 
person or place, augmented in such a way that the buyer or user perceives relevant, unique 
added values which match their needs most closely” (De Chernatony, 2006). Another way of 
putting it is how Ambler (1992) defines a brand; “the promise of the bundles of attributes that 
someone buys and provide satisfaction … the attributes that make up a brand may be real or 
illusory, rational or emotional, tangible or invisible” (Wood, 2000). The term branding is 
widely discussed, but the main point is that successful branding can create valued benefits for 
both the company and the consumer.  
 
2.2.4 Brand Image 
Brand image is how the brand is perceived by the consumer “right now” (Aaker, 1996). 
Kotler and Keller 2006 suggests that brand image is determined by the beliefs and 
associations held by the consumer. Brand associations are “all the thoughts, feelings, images, 
experiences, beliefs, and so on that become associated with the brand” (Kotler & Keller, 
2006, p34)  
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First and foremost, it is crucial for a brand to get recognition through awareness which is the 
“consumers’ ability to identify the brand under different conditions, as reflected by their 
brand recognition or recall performance” (Kotler & Keller, 2006, p98). Then through 
experience and exposure to the brand the consumer can develop associations in a positive or 
negative manner. Of course, higher chances for success can be achieved by a positive brand 
image. With a positive perception of a brand it is more likely to achieve better brand equity 
which will be discussed shortly.  
 
2.2.5 Brand Identity 
Brand identity is how the company, wants the brand to be perceived. Aaker (1996) suggests 
that “… brand identity should be active and look to the future, reflecting the associations that 
are aspired for the brand… Brand identity should be strategic, reflecting business strategy that 
will lead to a sustainable advantage. The brand identity should also reflect the brand`s 
enduring qualities… Like any identity, it represents the basic characteristics that will persist 
over time” (Aaker 1996, p. 70).  
As brand image were discussed earlier, there should be a connection with these concepts. It 
can be explained as, the company wants their desired brand identity to be the consumer`s 
brand image. In other words, a certain degree of congruence between these concepts is 
essential for branding. Kapferer’s (2004) identity prism explain how the company views its 
own brand by describing physique, personality, culture, self – image, reflection and 
relationship as illustrated in figure 2.4 below.  
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Figure 2.4 The Identity Brand Prism 
(Kapferer, J.N, The New Strategic Brand Management, 2004, p. 183) 
 
The physique is the basic attribute of a brand (Bartels, 2002). It is the brands “backbone and 
its tangible added value” which is its functionality or material benefit (Kapferer, 2004, p. 
107).  As the brand is communicated it builds personality characteristics, but in this case it is 
the “facet of the source” and not how customers perceive the brand (Kapferer, 2004, p. 108). 
Thirdly, the culture of the brand is the link between the brand and the company (Bartels 
2002). All brands strive to achieve a relationship with the consumer and it can vary in forms 
of emotional degree and durability (Bartels, 2002). Furthermore, the company wants to send 
out the proper reflection of who the ideal user of the brand would be to build a better image 
(Bartels, 2002). Self – image on the other hand is how the consumers self – image can be 
confirmed by consumption of a brand (Bartels, 2002).  
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2.2.6 Brand Equity 
Brand equity is a much discussed concept with a wide range of definitions varying with 
content. Kotler and Keller (2006) simply describe it as “the added value endowed to product 
and services”. This indicates that something beyond the product or services functionality is or 
should be valuable for the consumer. It is no doubt that brand equity is valuable for the 
consumer as well as the company, but it can be quite hard to measure a brand’s brand equity. 
However, one indicator is the financial value of the brand, or brand value, which is “the 
ability of brands to deliver profits” (Kotler and Keller, Marketing Management, 2006).  
Nevertheless, according to Percy and Elliot (2007); it is important to keep in mind that brand 
equity must be considered from a consumer’s point of view as this is what ultimately creates 
success (Percy and Elliot, Brand Management, 2007). As illustrated below Aaker (1996) 
suggests how brand equity can deliver value to the company and consumer by evaluating 
brand loyalty, brand awareness, perceived quality, brand associations and other propriety 
brand assets (Figure 2.5).  
Summed up, brand equity delivers value to the company through efficiency and effectiveness 
of marketing programs, brand loyalty, prices/margins, brand extensions, trade leverage and 
competitive advantage. It provides value for the consumer by enhancing 
interpretation/processing of information, confidence in the purchase decision and use 
satisfaction.  
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Figure 2.5 How brand equity generates value 
(Aaker, 1996, p. 9) 
 
2.2.7 Brand Personality 
The buyer’s decision making process is already discussed and a factor that can be important 
for successful outcome of the purchasing decision is brand personality. Brand personality can 
be described as “the specific mix of human traits that may be attributed to a particular brand” 
(Kotler & Keller 2006). This is important from a branding perspective because consumers are 
looking for congruence between themselves and the brands personality. In other words, they 
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choose the brand that is more like themselves or who they might want to be because this 
provides safety of the decision and the “right” image.  
 
2.2.7.1 The Brand Pyramid 
The brand pyramid provides a good framework for creating a personality profile that can lead 
us in the right direction to see if there is any congruence between the consumer and the brand 
(Figure 2.6). The steps in the pyramid evolves from attributes, benefits, emotional rewards 
and values the brand represents to at the top evaluate “who the brand is” to eventually reveal 
the personality traits of the brand (de Chernatony, Building Strong Brands, 2006). This can 
help us create a personality profile to create a description of the brand as if it were to a living 
person. 
 
Figure 2.6 Brand Pyramid 
(Baker. J, The Marketing Book, 2003, p. 390) 
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2.3 Summary of chapter 2 
To get a better understanding of what influences the consumer, a Buyers Decision Making 
Process will be utilized. In addition positioning and the proper choice of segment will be 
determined in order to approach the most sensible customers and create the most suitable 
positioning strategy. Branding concepts like brand image, identity, equity and personality are 
of relevance when creating this desired market positioning.  
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Chapter 3 Methodology 
This chapter will explain what type of methodology that has been used on this project. Most 
modern research methods use a range of data collection techniques (Appendix 3). There are 
three most common forms of data collection (Appendix 4). 
A research methodology defines what the activity of research is, how to proceed, how to 
measure progress, and what constitutes success. It’s all about different methods of collecting 
information. This is what will be discussed in this section of the report; secondary and 
primary research, and quantitative and qualitative research. The presented primary research 
consists of in-person survey that will be examined below (Bryman & Bell, 2007).  
 
3.1 Primary Research 
Primary research is data that is collected for the first time by the researcher, for the specific 
research project at hand. Sources of primary data include observation, group discussion and 
the use of questionnaires. The distinguishing feature of primary data is its collection for a 
specific project. As a result, it can take long time to collect the primary data and cause 
expenses.  It will add specific detail, particularly current attitudes and opinions (Curwin & 
Slater, 2002). 
 
3.2 Secondary Research 
Secondary research is data that comes from existing sources, which was a primary research 
once. The advantages of secondary research, is that it clarifies problems and provide a 
solution to the problem. It may be insufficient for the purposes of the enquiry, and is usually 
available for lower costs. The norm is to collect secondary data first, and then do a primary 
research for the information needed, but cannot obtain in secondary research. 
It often provides a useful overall description (e.g. social trends) and informs the collection of 
primary data (Curwin & Slater, 2002). 
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The most common uses of secondary data are: 
- The information and insights gained from secondary data are sufficient to answer the 
researchers’ questions. 
- Provide the background and necessary to understand the problem situation, and 
provide an overview of the market dynamics.  
- Provide exploratory that can aid in the planning and design of the instruments used to 
gather primary data. 
- Give insight to sample selection. 
- Suggest research hypothesis or ideas that can studied in primary data phase of the 
research process. 
(Bruce et al, 2001)  
 
Secondary data have the following potential limitations or disadvantages: 
- Lack of availability – hard to find unless found through university databases and might 
be pricy. 
- Lack of relevance- Secondary data collected for some other research objective or 
purpose may not be relevant to the research question at hand. Sometimes it does not fit 
the problem. 
- Inaccuracy insufficiency – Quality of information might sometimes unknown. To 
verify the overall quality of secondary information, it may be necessary to know how 
the data were collected, what the sampling plan was, what data collection method was 
used, what field procedures were utilized, what training was provided, what degree of 
nonresponsive was experienced, and what other sources of error are possible.  
- Age – the timeliness of the information. Old information is not necessary bad 
information, but up-to-date information is an absolute necessity. 
 
3.3 Quantitative research 
Quantitative research involves analysis of numerical data. The aim is to classify features, 
count them, and construct statistical models in an attempt to explain what is observed. The 
researcher knows clearly in advance what he/she is looking for. All aspects of the study are 
carefully designed before data is collected. The researcher uses tools, such as questionnaires 
or equipment to collect numerical data. Data is in the form of numbers and statistics. 
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Objective – seeks precise measurement & analysis of target concepts, e.g., uses surveys, 
questionnaires etc (Bryman & Bell, 2007). 
Quantitative data is more efficient, able to test hypotheses, but may miss contextual detail. 
Researcher tends to remain objectively separated from the subject matter. The approach of 
quantitative starts with hypotheses and theories. Formal instruments are used. It is deductive 
and seeks consensus. The data is reduced to numerical indices. 
The quantitative approach will describe and resolve problems using numbers. Emphasis will 
be given to the collection of numerical data, the summery of that data and the drawing of 
conclusions from the data (Curwin & Slater, 2002, p7). 
 
3.4 Qualitative research 
Qualitative research involves analysis of data such as words (e.g., from interviews), pictures 
(e.g., video), or objects (e.g., an artifact). The aim is a complete, detailed description. The 
researcher may only know roughly in advance what he/she is looking for. The design emerges 
as the study unfolds. Researcher is the data-gathering instrument. Subjective - individuals’ 
interpretation of events is important, e.g., uses participant observation, in-depth interviews etc 
(Bryman & Bell, 2007). 
Qualitative data is more 'rich', time consuming, and less able to be generalized. And the 
researcher tends to become subjectively immersed in the subject matter. The approach of 
qualitative research ends with hypotheses and grounded theory.  
Qualitative approaches describe the behavior of people individually, in groups or 
organizations. Description is difficult in numerical terms and is likely to use illustrative 
examples. The qualitative approach can use a variety of methods such as observation and the 
written response to unstructured questions. Data may come in the form of script, for example, 
transcripts of interviews. And using tape recorders, video cameras and notes on paper can do 
it (Curwin & Slater, 2002). 
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3.4.1 Survey Research ­ Descriptive Communication   
 Surveys are frequently used to collect all the types of primary data. It makes it possible to test 
various types of hypotheses that suggest relationships between those variables and between 
respondent groups. The method for descriptive research is a survey. 
“A survey is a method of collecting data from people about who they are (education, finances, 
etc.), how they think (motivations, beliefs, etc.) and what they do (behavior). Surveys usually 
take the form of questionnaire that a person fills out alone or by interview schedule in person 
or by telephone” (Balnaves & Caputi, Quantitative Research Methods, 2001 p76).  
Descriptive research surveys can be conducted in a variety of ways using many combinations 
of people and electronics and conducted in a variety of locations.  
Central locations – Personal interviews: One of the best ways to obtain desired insights, 
hypotheses, clarifications, etc., is to talk with someone whose experience, expertise, or 
position gives them unique perspective on the subject of interest. 
 
3.5 Our choice of research methods 
First of all it is important to find the right kind of data needed, and where to find the people of 
interest. There are many ways to do a market research, and we chose to do an in-person 
survey. It is one-on-one interviews typically conducted in high traffic locations such as in an 
arcade or shopping malls. The best way of finding information is to ask questions to someone 
who may be able to help by showing them pictures of the products. What kind of method we 
used and why we chose them, will be discussed below. 
 
3.5.1 Qualitative Research 
We have chosen way to do the primary research was qualitative research. It was the best way 
to do it for our project. Our data collection technique in structured interview was to physically 
meet the respondents to give us answers to our questions.  There will be no anonymity 
because of the face-to-face interview. And can also explore how individuals behave like they 
do, which are hard to find out in a quantitative research. It is used to explore and understand 
people's beliefs, experiences, attitudes, behaviour and interactions. This is not able to see on a 
quantitative research. 
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3.5.2 Primary Research 
Because of the limitation to this project, it was chosen to do an in-person survey at Victoria 
Quarter (hereinafter VQ), located in Leeds City Centre. This will give up-to-date information, 
which is worthy for JC. This was the best way to collect information that we need, since the 
answers cannot be found out in the secondary research.   
Nobody has collected these data before, so there can’t be a misunderstanding from the 
research. It is also time-consuming like to get interviewers.  
The market environment includes customers and potential customers, as well as competitors. 
Customers are important sources of information related to their demands and intentions. 
Customers, and even potential customers, can be surveyed for gathering information.  
Primary data come in a variety of forms. Some of the more common types of primary data 
are: 
- Demographic/Socioeconomic Data – Information such as age, education, 
professions, sex, income, etc., are of interest to marketers because when combined 
with other types of primary data (e.g., consumption rates, attitudes, etc.), these 
descriptions help marketers profile target market members or other groups of 
interest. Information like this is quite often of interest because the means by which 
we get our message and product to our target market is most often described in 
terms of demographic/socioeconomic data (Wrenn, Stevens & Louden, 2006).  
- Attitudes – refer to a person’s feelings, convictions, or beliefs for an object, idea, 
or individual. Attitudes are common object of measurement for marketing 
researchers because it is believed that they are precursors of behavior. For 
potential new product we may have to measure attitudes toward the product 
concept instead of behavior toward a product that does not yet exist (Wrenn, 
Stevens & Louden, 2006).  
- Motivation – Motivation – What influences the consumer? 
- Behavior – are the actual actions taken by the respondents? We were interested in 
our respondents typically purchases and consumption behavior by asking them, for 
example, how often they consume a particular product. This gives us a more 
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accurate picture of customers' usage habits and shopping patterns (Wrenn, Stevens 
& Louden, 2006). 
 
3.5.3 Survey Research ­ Descriptive Communication  
The use of surveys will be used to reveal the consumers attitude towards the brand and 
general characteristics of the brand. As Julius Caesar is not well known in the UK, there is a 
need to generalize the variables to an extent so the respondent can understand. For instance, 
we asked some questions to reveal if there is any preference for Scandinavian design or 
smaller designers rather than the names already famous worldwide. It is also important to ask 
the target group what kind of designer clothes they usually buy to see which collections could 
fit in the market. This might be what style they usually go for, occasions for buying designer 
clothes or type of garments. 
To get the desired results, the research questions play an important role. Criteria for 
evaluating research questions are should; be clear, be reasonable, connect with established 
theory and research, be linked to each other, have potential for making a contribution to 
knowledge (Bryman & Bell 2007, p87).  
By using self-completion questionnaires; “the research has to be especially easy to follow 
and its questions have to be particularly easy to answer” (Bryman & Bell 2007 p241). 
Because of this these questionnaires have fewer open questions, have easy – to follow designs 
and they are shorter (Bryman and Bell, 2007). 
It is important to think through where we should get the best respondent who will represent 
well to our survey. Because cost is the disadvantages of personal surveys, though sample 
quality is excellent. We conducted our research at VQ as we considered the customers to be 
able to generate a representative outcome of our research (Schmidt & Hollesen, 2006). 
 
3.5.4 Telephone­interviews 
Attempting to conduct qualitative interviews by telephone may lead to advantages associated 
with access, speed and lower cost. This method may allow making contact with participants 
with whom it would be impractical to conduct an interview on a face-to-face basis, because of 
the distance and prohibitive costs involved and time required. To conduct qualitative 
interviews by telephone may lead to issues of reliability, where your participants are less 
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willing to engage in an exploratory discussion, or even a refusal to take part (Saunders et al, 
2003).  
Very often customers are more prepared to participate in a depth interview over the telephone, 
than arrange a future face-to-face date. There is an ability here to get results quickly and 
effectively through our range of focused market research services. Telephone surveys have 
been used widely as a cost effective methodology. 
There are several advantages of telephone over personal interviews: 
- It is far cheaper and also quicker to administer. The interviewer and the 
respondents save a great deal of time and money travelling.  
- It is easier to supervise than the personal interview. 
Telephone interviewing has some limitations when compared to the personal interview: 
- They cannot engaged in observation  
- We cannot show them samples or pictures  
(Saunders et al, 2003) 
3.5.5 Secondary Research 
The secondary research will be very important in this project, as budgeting is limited. This 
type of information is inexpensive and accessible. The secondary research should answer; 
what is already known about the designer clothing market in the UK. Which theories are 
relevant to Julius Caesar if entering the UK market? What sorts of research methods have 
been used in the past? Are there any unanswered questions regarding the fashion industry in 
the UK and Julius Caesar? It is crucial that the sources are reliable and that they are as close 
up – to – date as can be expected?  
This project will use secondary sources from: 
• Beckett’s Park Campus Library, Leeds Metropolitan University. 
• The Norwegian School of Management BI 
• Research Reports: 
 
- Mintel reports: 
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Reports of the UK clothing industry, specifically the UK designer clothing 
industry from August 2008 provides information of the markets strengths, 
weaknesses, issues, future outlook, trends, size and descriptions of the 
consumer. A report of the department stores retailing in the UK from January 
2009. 
- Marketline: 
Marketline has a country profile on the UK, analyzing the country using a 
PESTLE analysis, which can give the project valuable indicators on the market 
for instance economical or political stability.  
- Emerald: 
Journals providing articles describing the structure and industry characteristics, 
survival strategies in the fashion business, dealing with concepts like 
segmentation and brand equity as well as the implications of Porter’s five 
forces. 
- Relevant web-pages 
 
3.5.6 Limitations 
Julius Caesar is still a relatively small firm, and does not hold the resources to offer a great 
deal of funding during the making and research process of this report. This has made it 
difficult to travel around in the UK to do the primary research. However, the company’s 
segment is young, male professionals aged 25-34, and it is presumed that the respondents 
found in Leeds will give a clear picture of the segment on a national basis, as young 
professionals will have the same view on fashion, no matter where in the UK they live. Leeds 
is also a finance center, with people from different parts of the country. Men’s style and 
fashion orientation will be affected by age, lifestyle and income, rather than geographic 
location. So, although this is a financial limitation in terms of generating the primary research, 
it is not an absolute necessity to do this research outside the city of Leeds.  
Due to time restrictions, the research will mostly be consumer based, as this will be the most 
crucial issue regarding possible export of JC clothing to the UK. It is of huge importance to 
find out if the fashion style of British men differs from that of Norwegians. As well as finding 
out whether members of the target group in the UK will be interested in purchasing the label. 
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Based on the response from possible customers in the company`s segment group, it is possible 
to determine whether or not it is possible for JC to penetrate the UK market. Some of the 
questions will also make it possible to gain a view of potential stores, which will be suitable 
for the label. 
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3.6 Summary of chapter 3 
Summarized, both primary and secondary researches are very important. Primary research 
helps us find answers to questions that we cannot find in textbooks or other sources. In other 
words, actions such as interviews were used in our situation with JC in order to get the 
information needed to localize the best segment. The secondary research consists of 
textbooks, other literature, information online and others, in order to build a foundation for the 
rest of the work. As for limitations, due to time restrictions, the assignment was done on a 
consumer based level. Another limitation for the group was first of all the lack of financial 
support. As JC did not fund the assignment, the group could not travel around to find the 
primary research. The group were able to turn around the situation to their advantage and 
there were good enough recourses in Leeds to find the primary research here. 
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Chapter 4 Findings 
4.1 Secondary Research 
The findings in the secondary research will be utilized throughout the following analysis. The 
main findings are that the UK market for designer clothing, despite the financial crisis still 
experiences growth, only slower. The high pace and the characteristics of the industry can 
however make it hard for a new brand to establish successfully in the market. Branding and 
delivering added value to the customer is of extreme importance in order to succeed in this 
demanding market.  
 
4.2 Primary Research  
The interviews (Appendix 5 - 6) took place at VQ, a trendy Leeds shopping area. According 
to the VQ’s website; the area is the North’s premiere fashion and lifestyle destination, home 
to 75 of the world’s leading fashion and lifestyle brands (VQ, 2009). As the group aimed to 
interview people who might be willing to buy designer clothing and who were in JC`s target 
group, this was seen as a perfect location to find such respondents. 
 
4.2.1 The Respondents  
There were 32 males interviewed aged between 20 and 44 to get their perspectives on 
designer clothing and JC. As seen on the first graph in appendix one there was a mix of 
respondents who fitted the age of the JC target group and respondents who were slightly older 
and younger. Respondents were found to be managers, consultants, marketing and sales 
people, engineers, directors etc. This fits well with the presumed professions of JC customers, 
young professionals. But the group also interviewed students as prospective young 
professionals. Their answers could turn out to be of good use when considering the strategic 
moves to be made towards the customers of the future. 
 
4.2.2 Preferences towards Designer Brands (Question 1­3) 
It is important for JC to find out what kind of attitude the respondents have to designer goods, 
and which labels they prefer. As the typical JC customer is presumed to be trendy and fashion 
oriented, the respondents’ answers regarding preferences towards designer brands could be 
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useful in terms of whether they are likely to be potential customers. Preferences of specific 
designer labels can be proven to be of use when considering competitors in the market. 
Most of the respondents had a quite positive attitude towards designer brands, although some 
considered it too expensive and were not too bothered with it. Many of them were frequent 
buyers, but some bought designer clothing randomly if they liked it. 
The respondents who had preferences of favourite brands mentioned; Reiss, Flannels, 
Change, All Saints, Ted Baker, Diesel, Roberto Cavalli, G – Star, Alexander McQueen, 
Levi`s, Hugo Boss, Reiss, Vivienne Westwood, Dsquared, Dolce & Gabanna, Gucci, Prada, 
Armani and Franklin & Marshall. Most frequently mentioned were All Saints, Hugo Boss, 
Ted Baker and Reiss. The fact that we did the interviews in a shopping area where several of 
the mentioned brands are available for purchase should be taken to consideration, as this 
might have affected the answers given. 
 
“Know your customers and competitors before entering a market” 
 
 
4.2.3 Respondents View on Scandinavian Design (Question 4­5(2)) 
Findings here indicate if UK males are aware of Scandinavian clothing labels, and if country 
of origin matters when purchasing designer clothing. 
There was no knowledge of Norwegian designer clothing among the respondents and the 
knowledge of Scandinavian designers was limited. The people who knew Scandinavian 
designer brands were of younger age. Tiger of Sweden was only mentioned twice and Nudie 
and H&M once. However, when we showed the respondents pictures of logos, many of them 
recognized Tiger of Sweden, some Cheap Monday and a couple of the respondents 
recognized Acne and Bruuns Bazaar. This shows that people are aware of the brand, but not 
the brands country of origin, indicating that this is not an important factor in terms of brand 
value. Summed up, the knowledge of Scandinavian design is quite limited, but some brands 
have still been very successful in the UK.  
 
“Where the clothes come from is not of huge importance, the quality and brand value of the 
product is essential” 
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4.2.4 Brand Name Associations (Question 6) 
As expected, almost everyone associated Julius Caesar with the Roman leader and emperor. 
Some mentioned Shakespeare. No negatives were mentioned so JC`s name can clearly be 
interpreted to its meaning of power.  
 
“Veni, vidi, vici” 
 
4.2.5 The JC Collection (Question 7­8, 10) 
The “Wall Street Collection” has had a successful reception in Norway, but it in order for JC 
to expand further it has to be well received outside the boarders as well. The response gained 
in these questions will provide a clear picture of how achievable it is for JC to export their 
clothing line to the UK. 
The collection got a very positive response among the respondents. Especially look no 1 and 
8. The braces were, however, both strongly liked and strongly disliked among the respondents 
and there was some negative response to the bow ties. The red shirt also received some 
negative response. Nevertheless, the collection got in overall a very good response and most 
respondents were more than willing to wear the outfits themselves, showing that the 
differences in style between Norwegian and UK males are perhaps not that significant. 
 
“Surroundings varies from Norway to the UK, style remains the same” 
 
4.2.6 Likely Customers and Location for Sales (Question 9­11) 
The majority of the respondents considered young professionals or urban business people in 
their 20s and 30s to be most likely to wear JC’s garments, meaning that respondents 
considered themselves to be potential customers, fitting well with what was presumed. 
To the question of where JC can sell their products in the UK, the respondents answered 
Harvey Nichols, Reiss, Flannels, Vivienne Westwood, Selfridges, House of Fraser, Ted 
Baker, Paul Smith, Harrods and shops in VQ. Harvey Nichols was clearly mentioned most 
frequently. There were also several people who works at the store who considered JC`s 
collection to be a good fit for Harvey Nichols. The fact that both customers and Harvey 
Nichols staff considered the store to be suitable for JC can be seen as a sign of a clear brand 
image, and did also leave the group with a great deal of optimism regarding JC’s chances to 
succeed in the UK.  
“If you see something you like, you want it to be meant for you” 
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4.2.7 Willingness to Pay (Question 12­13) 
There was quite a wide range on how much the respondents were willing to pay for a shirt or 
a suit. Shirts ranged from £10 to £200. The most common price preference was between £81 
and £120. Suits varied from £ 30 to £ 2000 and the most common price was between £401 
and £500. It is important for the firm to know how much members of the target group are 
willing to pay for clothes, before setting the prices of JC clothing in the UK market. 
 
“If enough value is added to a brand, even a £100 shirt can feel like a bargain for the 
customer” 
 
4.2.8 Product Attributes (Question 14) 
Most people participating in the research, values quality and fit highest of the products 
attributes. Price and brand were also mentioned, but not as frequently as these. This means 
that JC, in addition to creating brand value, will have to ensure that the quality of their 
clothing is of absolutely superb standard compared to competitors. 
 
“Be better than your competitors” 
 
4.2.9 Online Shopping (Question 15) 
Several respondents did some shopping or browsing online, but most of them preferred to try 
the clothes on in a physical store as the fit and quality was very important to them. They 
mostly bought products characterized by low involvement online. Meaning that physical store 
still is the best option for a brand like JC; offering high-quality fashion clothing. 
 
“Even with the technology of today, trying clothes on is still difficult online” 
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4.3 Summary of chapter 4 
The UK market for designer clothing, despite the financial crisis, is still experiencing growth. 
Branding and delivering added value is of huge importance in order to succeed in this 
demanding market. 
The primary research interviews took place at Victoria Quarters in Leeds, and the respondents 
were 32 males aged between 20 and 44. The aim was to get their perspectives on designer 
clothing and JC. Most of the respondents had a preference towards designer brands, although 
some considered it too expensive and were not too bothered with it.  The knowledge of 
Scandinavian design was limited, and the respondents with knowledge were of younger age.  
The collection got a very positive response, especially look number 1 and 8. There were, 
however, some negative remarks concerning the braces and bow ties.  Most respondents were 
more than willing to wear the outfits themselves. Harvey Nichols was frequently mentioned 
as a place one would expect to find JC clothing in the UK. 
A major part of the respondents would be willing to pay between £81 and £120 for a shirt that 
appealed to them and between £401 and £500 for a suit. Most respondents valued quality and 
fit as more important than price and brand. Some respondents answered that they did some 
shopping online, but most of them preferred to do clothing purchases in physical stores in 
order to check the items fit and quality. 
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Chapter 5 Internal and External 
Analysis 
This chapter will aim to analyze external and internal analysis of the UK men’s designer 
clothing and JC by using Porter’s five forces and a PESTLE to get a deeper understanding of 
the characteristics of the market and the competitive environment. 
5.1 External analysis  
 
5.1.1 Porter’s Five Forces 
 
 
Model 2.1 Porter’s Five Forces  
(Porter, M. On Competition, 2004, p. 4) 
The five forces framework helps identify the attractiveness of an industry or sector in terms of 
competitive forces (Johnson et al, 2008, p59). 
Power of Suppliers 
This force is basically including the providers of raw materials, labor work, components, etc. 
Suppliers become powerful if either the customers are powerful, suppliers are concentrated, 
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the significant cost to switch suppliers or the credible forward integration threat by suppliers. 
However, a supplier become weak if either; there are many competitive suppliers and a 
product is standardized. Also if customers are weak and the purchasers are concentrated might 
also be grounds of weaknesses for suppliers (Porter, 2008). 
 
The UK fashion industry consists of a large number of small businesses like SMEs and also 
micro businesses (Malem, 2008). In addition, London being one of the world`s major fashion 
capitals, the major designers also have a presence in the UK. Adding the fact that the fashion 
industry is changing in a very high pace, competitive pressure is steaming. The many small 
businesses compete in the market to even survive as many do not make it and new businesses 
is constantly establishing. The low number of quality manufacturers compared to the number 
of designers is adding even more pressure on the designers to compete amongst each other. In 
worst case scenarios, some small designers can be let down at the last minute by a 
manufacturer because of the size of their order, which can cause a quite a challenge. In some 
situations, relationships with the manufacturer can also be in favor of the designer (Malem, 
2008). These facts suggest that from the supplier’s perspective, rivalry amongst competitors is 
intense.  
 
Availability of Substitutes 
The threat of substitutes occurs when the demand of a product is affected by changes in price 
of a substitute product. Substitute products affect Price elasticity as well. The more substitutes 
that become available, the demand becomes more elastic since customers have more 
alternatives to choose from (Porter, 2008). 
 
Due to the credit crunch, health and beauty products as well as watches have become 
challenging substitute products for men’s designer clothing (Mintel, 2008). Health and beauty 
products are an increasing trend for men and offer the indulgence experience at a more 
affordable price (Mintel, 2008). It gives customers confidence through maintaining a youthful 
appearance (Mintel, 2008). Furthermore are watches, that are a long – lasting purchase and 
gives the feeling of a better image. Men seem to love technology, design and the strong brand 
image of a watch (Mintel, 2008).  The industrial and commercial aspect of the fashion 
industry can be very crucial and it is important for a fashion business to have survival 
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strategies (Malem, 2008). With the effects of the economy experienced in the market recently, 
it can be assumed that people will always look for alternative solutions with a lower price. 
The credit crunch will be discussed in more detail in the PESTLE analysis.  
 
Power of Customers 
Customers and their power of buying is something that can affect an industry a lot.  
Some examples of when buyers are powerful, is for instance when the buyers are 
concentrated, this means that there are a few buyers with a significant market share.  Another 
example could be that the buyers purchase large sizes of the output-distribution of the 
purchases, or the product is standardized (Porter, 2008). 
 
The consumers in the UK have a wide range of brands to choose from which means that 
making a brand stand out is crucial for a fashion designer to persuade the customer into 
making the purchase. The more sophisticated customers also tend to dislike buying a 
complete outfit from only one brand as they want to appear having an individual style 
(Mintel, 2008). This might imply that loyalty is very hard to achieve in the fashion business 
which makes the buyers more powerful and the competition tighter for the designers that 
compete for their attention. The upside however, is that the designer clothing market is not as 
price sensitive as the clothing market and will therefore be more insulated from the financial 
crisis (Mintel, 2008). Therefore, the importance of being creative and making new and 
interesting lines will keep the customer curious and excited about the upcoming collections. 
Most designers tend to have a red line that goes through in all their collections, such as a fit or 
cut, but also has a new creative statement each season (Malem, 2008). 
 
 
Barriers to Entry 
This might for an example be laws, fees or taxes that might affect the company. There might 
be other barriers as well, but an easy way to sort out is this force, is by the higher the entry 
barrier is for a particular industry, the fewer the competitors the hence. This means, the 
biggest potential of higher profitability. Other things that also can affect could be product 
differentiation, brand loyalty or switching costs (Porter, 2008). 
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As mentioned before, the competition for quality manufacturers is tough. Plenty of resources 
might be a necessary to enter the fashion industry like for example legal and PR advice to 
mention some. As described, there are already a lot of businesses operating in the market, 
which will lessen the space for new ones. At the same time, many businesses might not make 
it so this could also create space for new businesses. However, as the designer clothing can be 
imitated with little effort, innovations are a crucial factor for entering and surviving in the 
market (Malem, 2008). This suggests very high entry barriers which would make an 
assumption of a low threat of new entrants. It does however seem as if new businesses still 
tries to enter this tough market, even if success can seem like a needle in a haystack. This 
means that the potential threat of new entrants is considered as medium. 
 
Rivalry among competing sellers 
Rivalry will occur if there are many businesses that are similar and the growth or expansion is 
limited. Typical examples of rivalry are with product development, marketing, promotion, 
advertising, price competition etc (Porter, 2008). 
 
Considering the former described factors, it is definitely a fair assumption to say that rivalry 
among competitors is very intense. The number of designers, the intensity of the industry and 
the pace makes the industry very risky for any business and will therefore also influence the 
competitive environment. It’s important to understand your own business, display what 
differentiates you and what innovative statements your company has that your rivals don’t 
have (Malem, 2008). 
 
 
 
5.1.1.1 Porter’s five forces considering Julius Caesar 
 
Competition among local and foreign suppliers for manufactures and customers is severe and 
contributes to a higher degree of rivalry for JC to overcome. As they produce in Portugal and 
might outsource more in the future as they expand the fight for suppliers is irrelevant for now.  
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The substitutes are different product groups and should by all means be considered, but are 
not of high significance for JC when deciding to enter the market.  
As a result of a large number of competitors and high brand awareness among customers, 
customer loyalty is hard to achieve and the buyer’s power is considered high. This means that 
JC depends a great deal on branding for success.  
As of now, JC is a small brand and it might be difficult to enter a new market such as the UK. 
The branding for instance can cause stress on effort and resources as well as overcoming the 
competitors and even surviving in a tough industry. JC`s success might rely on hard work, 
smarts and simply being at the right place at the right time.  
The competitors – is it possible to do an actually analysis of competitors given the industry? 
Because of the large number of designers and the high pace of the industry in the UK market, 
it can be very difficult to identify a complete competitor’s analysis. The primary research does 
however suggest a couple of potential competitors such as Hugo Boss and Ted Baker. They 
seem to hold a strong position in the UK market because of their cut and quality as their 
competitive advantage which suits JC`s profile. They give a lot of effort into these attributes 
when producing the clothing which makes them fit to compete in the UK market based on the 
primary research done. One of the clear competitors such as Hugo Boss will be discussed in 
the light of this subject when considering positioning later in the report.  
 
5.1.2 PESTLE 
The PESTLE framework provides a comprehensive list of influences on the possible success 
or failure of particular strategies (Johnson et al, 2008, p55). This analysis focuses on 
political, economic, social, technology, environment and legal factors in UK. A PESTLE 
analysis is used to forecast the future, and this is a good way to use it for JC. It will show how 
it will work for them by exporting their products to UK. 
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Political 
The UK is one of the most strongest and influential nations in the world, and play an 
important role in international politics.  
The government has set fundamentals that have dominated the government’s focus are GDP 
growth, inflation, employment and investment. The government has set two rules: 
1) The ‘golden rule’ ensures that public expenditure will be funded by tax 
revenues 
2) The ‘sustainable investment’ rules puts a limit on the extent of 
borrowing 
The UK has been proactive in adapting to international economic forces, reflected in its 
encouragement of foreign direct investment, openness to free trade, and willingness to allow 
citizens from the newer EU member countries to work in the country. 
Norway is not a member of the European Union (EU), but a member of European Economic 
Area (EEA). This gives them some advantages like reduced trade barriers, by trading between 
EU countries. 
Political stability can be a decisive factor for a company when evaluating a potential market 
(Solberg, 2006). It can be important as political instability can make operations in a market 
more risky. As result, more effort has to be conducted when evaluating such a market whereas 
a politically stable market is more attractive. Additionally, trade barriers can be reduced for 
JC as Norway is a member of the EEA.  
Economic 
The UK is the second largest economy in the EU and is one of the strongest in terms of social 
welfare, standard of living, unemployment, interest rated, inflation and inward and outward 
foreign investments.  
The UK has the seventh largest GDP per capita in the EU in terms of purchasing power 
parity, which might suggest a more profitable market for fashion designers.  
According to the Doing Business indicators published by the World Bank in 2008, the UK is 
ranked sixth in the world out of 178 countries surveyed on the basis of parameters related to 
ease of doing business. This is also related with the reduction of certain trade barriers. 
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The legislation that affects the business environment has been better and created, in such a 
way that the interests of the investors are always given priority. This is evident from the fact 
that domestic and foreign investors have shown a continuous commitment towards investing 
in the UK.  
In the recent global economic developments, the general consensus seems to be that the UK 
economy may be heading for a slowdown in the short term. It is estimated that the growth rate 
will pick up an upward trend by 2012. 
The UK and its European trade partners have greatly benefited by trading with each other, as 
a member of the single European market. The UK economy is dependent on international 
trade, not just for the supply of goods and services, but for maintaining economic growth. 
Private consumption is expected to increase by 2.2% over 2009. On the back of continuing 
economic development, total domestic demand will grow by 2.4% over 2009. 
International investment position 
In 2006, the UK received more FDI than any other country globally. The total foreign 
investment was around $1,980 billion in 2000, which rose to more than $4,000 billion in 
2006. Out of the total foreign investment into the UK, FDI was the route adopted to invest in 
the country. 
It is important to have a good or at least stable economy to sell luxury goods. The financial 
crisis has affected countries around the world, and the UK is one of the countries. The UK 
market for designer clothing has only experienced a weaker growth. (Mintel, 2008) It seems 
as if this industry is more insulated from the effects of the credit crunch so far, maybe because 
wealthy consumers still can afford to buy such goods. Although the market is affected by 
uncertainty at this point, the future estimates are promising for market growth. (Mintel, 2008)  
It should not be a problem for JC to import from Norway into UK, since Norway is one of the 
majorities of the UK imports with a 4.9%. This might indicate that UK might be positive 
towards Norwegian exporters.   
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Social 
High standard of living: 
The standard of living enjoyed by residents in the UK is comparable, to even the standards 
enjoyed by those living in the Scandinavian countries. The UK ranks 16th in terms of human 
development, according to the Human Development Index 2007-2008 report 
 
System of education: 
The educational infrastructure in the UK is considered to be of very high quality, and it has 
historically attracted students from all parts of the globe. UK qualifications are both 
recognized and respected throughout the world.  
While there is more and more who taking an education, there will more socio-economic group 
C’s (Appendices 7-9). Students in higher education living at home are graded on the 
occupation of the head of the household. Students living away from home are graded C1 (no 
account is taken of casual or vacation jobs) (Appendices 7-9). This might produce a bigger 
potential market for young professionals. 
Socio-economic groups are based on the head of household or chief income earner and are 
defined in (Appendices 7-9).  
While it is easy to buy low-price menswear, nearly a third of men 25+ and across all socio-
economic groups, except E, say quality is more important to them than price.  Less affluent 
15-34s are the most interested in keeping up with the latest fashion, so this is a key 
opportunity for the value sector (Mintel, Menswear Retailing, Retail Intelligence, 2007). 
ACORN is a geo-demographic segmentation method, using census data to classify consumers 
according to the type of residential area in which they live.  The classification (Appendix 8) is 
a more powerful differentiator of consumer behavior than traditional socio-economic and 
demographic indicators.  
In terms of the socio-economic composition of UK society, the mass middle market of 
C1/C2s continues to account for around 49% of the population (Appendices 7-9). However, 
there has been a strong rise in the number of wealthier ABs in the last five years (who have 
more money to spend on discretionary items) and a decline in the more financially challenged 
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Ds. In terms of the percentage of the population going forward, ABs will continue to take a 
larger share and Es a declining share (Appendix 9). 
Slower growth in personal disposable income (PDI) will make people feel less well off, and 
make them choosier about what they spend their money on. This will particularly affect men 
aged 25-34 who are fresh on the property ladder and hold large mortgages. Menswear is the 
first thing to be cut back on when household budgets are reined in.  The price issue, options 
vary on whether men are price sensitive. It seems that, generally they are, but will pay for 
something that is a ‘must’ – like the key brand in jeans (Mintel, Menswear Retailing, 2007). 
Technological 
The UK is at the forefront of innovation and R&D globally as the 11th best country and it’s 
above the EU average.  
E-commerce is likely to have a huge impact on the way business is carried out. It has the 
potential to lead to dramatic growth in trade, increase markets, improve efficiency and 
effectiveness and transform business processes.  In recognition of its significance in the future 
performance of the economy, the UK Government has set itself the target of becoming ‘the 
best environment in the world to do e-commerce. 
UK home shopping has moved online – Mintel estimates that e-commerce accounted for 70% 
of all retail spending from home in 2008. E-commerce will increasingly become the lead 
channel for the traditional home shopping operators. And e-commerce sales of clothing are 
growing rapidly. Mintel’s consumer research shows that one in ten consumers have bought 
clothing online the last 12 months (Mintel, Clothing retailing – UK Retail intelligence 2008, 
p20). 
JC has an online website, where consumers and other can click into and buy some of their 
clothes online.  They also promote their products and happenings on Facebook; this is social 
networking platform to promote their brand name. The possibility for expanding using online 
– sales is a growing opportunity (Mintel, 2008). 
Legal 
The UK has been ranked as the 10th freest economy by the Wall Street Journal’s index of 
Economic Freedom. And it ranks 6th in the doing business indicators of World Bank for 2008. 
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The legal system in the UK is organized, transparent and efficient. This makes for an 
environment that is conductive to business as legislation is passed in a particular manner, 
keeping all stakeholders in focus. Constitutional reforms have been put in place to establish a 
Supreme Court, which will start functioning by 2009. 
The tax system in the UK is competitive globally, though in the face of increasing 
competition from emerging economies, the UK will struggle to maintain this competitiveness. 
There are a number of laws governing business in the UK. These laws are conductive to the 
business environment. The most important laws relate to the incorporation of business, 
taxation, monopolies and restrictive trade practices, intellectual property and labor law. 
Legislation affecting business 
Many foreign firms have licensing pacts with UK manufactures. The courts are generally 
helpful in enforcing licensors’ rights, but when these interfere with free trade within EU, the 
single market generally prevails under the ‘exhaustion of rights’ doctrine. This applies to all 
forms of intellectual property rights.  
Forms of Incorporation 
In general, business entities in the UK can choose to register as private limited companies, 
public limited companies, and partnerships or as branches of companies, which have a foreign 
base. Most foreign companies that operate in the UK choose to operate as private limited 
companies, meaning that they may not look to the public fir financing through the issue of 
shares or bonds.   
Effectiveness of the legal system 
The UK ranks highly in business freedom, trade freedom, monetary freedom, property rights, 
financial freedom and freedom from corruption, but does not score as highly in terms of fiscal 
freedom and freedom from government intervention. 
Legislation conducive to business: 
Legislation that affects the business environment of the UK has been created and amended in 
such a way that the interests of the investors are always given priority. This is evident from 
the fact that domestic and foreign investors have shown a continuous commitment towards 
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investing in the UK. The government has made continuous efforts to ensure that the overall 
environment is conducive to business. 
The three articles in the EC Law that is important for JC in this context is article 90, 28 and 29 
(Appendix 10). 
Environmental 
The UK, considered to be one of the strongest players in global politics, has a large role to 
play in the making of future global policies. To help stem the rapid pace of global warming, 
the EU and its individual members have committed to meeting the targets set by the Kyoto 
Protocol. These include reducing greenhouse gas emissions by 8% from the 1990 levels into 
the period 2008-2012. 
It is estimated that more than 1 million tons of textiles are thrown away every year in the UK 
alone. At least 50% of the textiles thrown away are recyclable; however, the proportion of 
textile wastes reused or recycled annually in the UK is only around 25%. Consumer should 
choose to invest in quality rather than quantity when buying clothes. 
It is possible for fashion businesses to take effective steps to reduce their environmental 
footprint, and that of the industry as a whole, in terms of energy and waste.  The most forward 
looking businesses in the fashion sector are doing this through sourcing products for their 
collections from recycled yarn, fabric, or garments, through minimizing packaging and waste, 
and through reducing energy use.  
The largest climate change impact from clothing is the energy wasted in washing, tumble-
drying and ironing. In the life of an average T-shirt, 50% of the global climate change impact 
of a T-shirt can be reduced by lowering the washing temperature and eliminating tumble 
drying and ironing (Ethical Fashion Forum, 2008). 
The environmental issues which used to be important for fashion designers to consider are not 
of deepest concern anymore (Mintel, 2008). 
All this information is found on Marketline (2008). 
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5.2 Internal analysis 
5.2.2 The Bakka Framework 
The Bakka framework assists the company in identifying where in the internationalization 
process they are located. This model describes the factors that might affect the company’s 
decision in the different stages, which are; trial export, extensive export, intensive export, 
multinational marketing and global marketing (Solberg, 2006). 
  
 Trial Export Extensive 
Export 
Intensive 
Export 
Multinational 
Marketing 
Global 
Marketing 
Export Motive Operative Operative Strategic/ 
Operative 
Mainly 
Strategic 
Mainly 
Strategic 
Market 
Choice 
Neighboring 
country –
Random 
Several 
Markets 
Concentrate 
Markets 
Market 
Expansion 
Consolidation 
in the Triad 
Market Share The company 
is “invisible” 
Insignificant Increasing Large in 
selected 
markets 
Large in key 
markets 
Organization “One man 
show” on part 
time 
“One man 
show” on full 
time 
Export 
Departments 
International 
Division 
 
Global or 
Transnational 
organization 
Entry 
Strategy 
-Distributor 
-Trading 
companies 
-Piggyback 
-Distributor 
-Agent 
-Agent 
-Sales offices 
in main 
markets 
-Sales office 
-Licensing 
-Production 
-Sales office 
-Production 
Alliances 
Market Mix -Product 
requirement 
adoption 
-Limited PR 
-Low Price 
-Product 
requirement 
adoption 
-Limited 
promotion 
-Low Price 
-Cultural 
adoption 
-Product 
promotion 
-Medium Price 
-Cultural 
adoption 
-Profile 
building 
-High price 
-Global 
products and 
promotion 
-International 
PR 
Economic 
Result 
Marginal or 
negative 
Marginal or 
negative 
Positive 
contribution 
Mutual 
dependency of 
home market 
-Price leader 
-Main income 
source 
 
Table 2.1 The Bakka framework 
(Solberg, International Marketing, 2006, p. 126) 
 
The knowledge about export and the most elementary market conditions is limited on test 
export. The first export move will be costly because the company could risk of making 
elementary mistakes. When situated at extensive export, deals have been negotiated, but 
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might end up with an agent network in eight to ten countries because of the lack the resources 
to follow up these. The company in intensive export is starting to make money from the 
export, and eventually when they gain more experience, the company can make more rational 
decisions.  Big parts of the company on international marketing stage are the export considers 
being an active tool, to achieve the company’s goals. And the products need to be marketed, 
the company needs to analyze and know the markets very well to frame a strategy to achieve 
their goals. The global marketing stage shows the different phases in Bakka’s 
internationalization is expected to turn out considering the different factors; export motive, the 
different strategies regarding the choice of markets and the marketing mix.  
 
5.2.2.1 JC in Bakka 
This framework is supposed to assist Julius Caesar in identifying where in the 
internationalization process they are located. However, Julius Caesar has never crossed the 
Norwegian boarders before, and also still new in their domestic market, this means that the 
framework will not give the direct answer about which factors might affect the company’s 
decision in the different stages of export, but we will try to look into it. 
We have placed JC in the export motive stage somewhere in between trial export and 
extensive export. Although, they have achieved great success in their domestic market, the 
knowledge of export is minimal. The designer market in Norway is not big enough for them; 
they are looking for opportunities to expand into other markets like the UK.  
Export Motive 
After a great success in Norway, it’s time for JC to expand outside the domestic market, 
which will be their strategic motive. Norway may become too small in the future. Their 
operative motive might be to get an occasionally inquiry from another country which is 
interested in their product.  
Market Choice 
They will most likely not be able to choose several markets to enter, because that contains too 
many risks, since this will be their first time exporting. The best way for them is to choose a 
market that is not that far away from home, like the UK.  
Market Share 
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Since JC is still a small company, the business is “invisible” in the market. If JC goes into the 
UK market and will succeed, it will take quite some time for them to gain any market share. 
So for now, they will stay invisible for quite a while for their competitors. 
Organization 
The organization will be a “one man show” on full time. Since the company is still growing, 
and not ready for either export departments or international divisions. They will have to do 
this all by themselves and build up a network around them. And also create a strong brand 
name, gain buyers before thinking of developing export departments.  
Entry Strategy 
Since JC is not producing locally in the UK, they need to use an agent or distributors. This is 
further discussed in chapter 7; Entry Mode. 
Marketing Mix 
JC wants to portray as an exclusive designer brand, and their investment in marketing mix 
cannot be limited. To build up their brand name in the same range as other exclusive designer 
brands in the UK and reach the target market, a lot of investments are needed. They cannot 
under price their products, but need to build up a high profile as a Scandinavian designer 
brand, by pricing it in the same level as the other designer brands.  
Economic Result 
Even though JC succeeds in exporting out from their home market, it will take some time 
before any economic result will turn out positive. The competition is significantly stronger in 
the UK market than in Norway, and there will be no guaranties that JC will succeed among all 
the major players in the market.  
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5.2.3 The “Nine Windows” 
According to Solberg (2002) firms’ strategy development is shaped by their preparedness for 
internationalization and the global nature of competition. (Solberg, International Marketing, 
2005)  
How global the industry is depends on how many companies dominate the market, or how 
locally they operate. Furthermore, the structure of the competition and the globalization 
affects the industry-structure (Solberg, 2006).  
The company’s ability for internalization is determined by the company’s attitudes and 
experiences regarding international activity. Secondly, the company’s market share in the 
reference market is significant and can be explained by the BCG – matrix. The BCG – matrix 
categorizes companies to cow, dog, question mark or star depending on the growth of the 
market and market share. Finally, the companies’ network towards international markets is an 
important factor (Solberg, 2006).  
 
Table 2.2 Nine Strategic Windows 
(Solberg, International Marketing, 2006, p.156) 
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5.2.3.1 JC in the Nine Windows 
As illustrated above, there are nine suggested strategies for expansion depending on the 
factors previously explained. 
To determine JC`s strategy, the structure of the fashion industry and the company’s ability for 
internalization needs to be evaluated.  
As mentioned in the Porter’s five forces, the fashion industry is characterized by a large 
number of small and local designers. However, there are also many major worldwide players. 
Revealed from the Porter`s five forces analysis, the competition is very intense and the 
structure can be interpreted as somewhat complex as the companies sizes and degree of 
specialization varies a great deal. The fashion industry is certainly characterized by a global 
nature, but due to the local production that seems to dominate, the structure of the industry 
can in this case be categorized as medium. 
Next is the company’s ability for internalization. First, JC’s attitudes and international 
experiences need to be evaluated. JC have shown that they are willing to take risks and also 
make a statement for further expansion by their vision; “to conquer the world”.  
However, they do not currently have much international experience, but their will to expand is 
definitely there. In the domestic market, JC might be a question mark, but steadily moving to 
be categorized as a star based on the expansion and success which takes place. Due to absent 
of experience in international markets they might be considered to have a low ability for 
internationalization. However, as JC shows abilities for internationalization, they might also 
be categorized as medium. This means that their strategies can either be to seek niches in 
international markets or consider expansion into new markets.  
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5.2.4 Porter’s Generic Strategies 
Porter’s generic strategies suggest four strategies of creating competitive advantage as 
illustrated by the matrix below; 
A differentiation strategy allows the company to focus their effort “on providing a unique 
product or service” which added value might be real or perceived (Akan et al, 2006). Cost 
leadership gains competitive advantage for a company by “having the lowest costs and cost 
structure in the industry (Akan et al, 2006). These strategies can be focused if the company 
chooses to “target a specific, often narrow, segment of the market” (Akan et al 2006).  
 
Table 2.3 Porter’s Generic Strategies  
(Thompson et al, 2005, p. 287) 
 
The market for designer clothing is not concerned with cost – advantage, as this does not 
promote the desired image. A designer brand will not be associated with low cost as it most 
likely wants to be perceived as luxurious, stylish, long – lasting etc. added the appropriate 
brand personality. JC is best served with a differentiation strategy focusing on quality and 
fashion. The domestic market offers opportunities for a differentiation strategy. The UK 
market might however best be served with a focus – differentiation – strategy narrowing 
down the segment in order to succeed in the highly competitive and demanding market. 
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5.2.5 Value chain 
“The value chain describes the categories of activities within and around an organization, 
which together create a product or service” (Johnson et al, 2008, p110). In other words, the 
series of activities a company does to create value (Daniels et al, 2007). As illustrated below, 
the primary activities are directly concerned with the creation of a product whereas support 
activities for example can improve the effectiveness (Johnson et al, 2008). 
 
 
 
 
 
 
Figure 2.2 The Value Chain  
(Johnson et al. 2008, p. 110) 
This report will aim to reveal key and critical success factors by determining the most 
essential activities in the company for evaluation.  
5.2.5.1 Key success factors for JC 
The external and the so far internal analysis gives foundation for identifying the KSF and the 
CSF for JC considering the UK market for designer clothing. The KSF are; resources, 
attitudes and motivation, preparedness and industry knowledge of the UK market and a good 
understanding of the culture in the UK. Resources are not necessarily in the financial form, 
but also human resources (HR) which can be discussed to be of crucial importance in any 
successful company. Attitudes and motivation does not only determine the reasons and 
thereby goals of entering a new market, but also the willingness to take certain risks which 
will be necessary for success in the market for men’s designer clothing. This will also to some 
extent reflect upon the preparedness of JC to enter a new market such as the UK as well as the 
importance of industry knowledge. When approaching new international markets, an 
understanding of the relevant culture is necessary to know how to operate in that particular 
culture.  
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5.2.5.2 Critical success factors for JC 
Over to CSF which in JC’s case are; product development, brand management and 
differentiation. To have the right product is a criterion for success in the world of fashion. 
JC’s designers have to put a lot of effort into creating a product that fits consumer needs or 
desires and continuously developing the product according to changes in these needs or 
desires, but still keeping the core or identity of the product to signalize the right message from 
the company. This is where brand management becomes relevant for JC. To create 
congruence and thereby a desire to buy one particular brand is important to survive in this 
industry and create successful positioning. Considering this, differentiation is a CSF as it is 
essential for JC for creation of Pod’s as suggested by Porter’s generic strategy. Quality, fit and 
the creation of the right brand image and attitude such as through using lifestyle are useful 
Pod’s for creating competitive advantage.  
 
5.2.5.3 JC’s value chain 
All activities in the value chain are important, but this part of the analysis will evaluate which 
is of the highest significance for JC according to the findings of CSF’s. The primary activity  
for product development is inbound logistics first and foremost because the core of the 
product JC produce is created in the designing process and choosing material to express their 
brand and vision in the garments. Naturally, marketing and sales are must be highlighted as 
one of the most meaningful primary activities regarding successful brand management and 
differentiation as this is what creates the products added value. In this context, service is the 
activity which complete marketing and sales as it ads furthermore value to the product (or 
service).  
As for support activities, the most illustrious for JC is technology development in the sense of 
the product design as briefly discussed in inbound logistics. Although designer clothing 
somewhat easily can be imitated, JC will have to create their own “know – how” or signature 
associated with their product to support their branding activities.   
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5.3 Summary of Chapter 5 
The external analysis describes through Porter’s five forces a market where intense rivalry 
amongst competitors dominate, which makes JC rely on their ability to create competitive 
advantage. The PESTLE analysis reveals market opportunities in the UK despite weaker 
economic growth as the future estimates is favorable not only in a macroeconomic sense but 
are also positive regarding growth in the designer clothing industry.  
In the internal analysis, JC is placed between trial and extensive export as they are in an early 
stage of the exporting process. The Nine Windows suggests two possible strategies for JC; (1) 
consider expansion in new markets, and (2) seek niches in international markets. Furthermore, 
according to Porter`s generic strategy JC might consider a focus – differentiation strategy to 
best be able to compete in the demanding market.  
The CSF for JC are; product development, brand management and differentiation which 
makes inbound logistics, marketing & sales and service very important primary activities in 
the value chain. Technology, or rather the “know – how” which is the design is the most 
significant support the activities in the value chain. Technology, or rather the “know – how” 
which is the design is the most significant support activity for the company. 
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Chapter 6 Branding Strategy 
First and foremost, the theories explained in chapter 2 regarding consumer behaviors and 
brand management needs to be applied in the context of the UK consumer and JC. It is 
essential to know how the consumer thinks and act in order build the right profile and market 
the brand properly. In other words, JC needs to know their UK customer when entering the 
UK market.  
6.1 JC’s strategy 
6.1.1 Segmentation  
Julius Caesar’s home market, Norway, the segment is males from 15-40, due to their wide 
range of different styles; sport, trend and exclusive. Their segment will not be the same in the 
UK.  
If JC decides to expand to the UK, the segment needs to change since they will mainly focus 
on their trend and exclusive line and the price range is higher in these two lines. The segment: 
• Male 
• 25-34 
• Young professionals 
• Education: Undergraduate/Bachelor/Master/PhD 
• Occupations/Professions: Marketing, Sales, PR, Finance, Accountant 
• Residence: Mainly in the city 
• Usually shop designer clothes 
(Appendix 11) 
 
6.1.2 Positioning 
6.1.2.1 Julius Caesar’s positioning 
JC wants to appear as a trendy designer brand, but also sticks to the old-fashioned classic cuts 
and lines. They want to appear stylish and to be known as a trendsetter, but not too over the 
top. They are aiming towards young professional businessmen, and the clothes cannot be too 
edgy, because these clothes will most likely be worn at the office.  
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What are the first things that come to mind when hearing the words Julius Caesar? (Without 
any knowledge of the brand name) The majority said: 
- Roman Emperor 
- Power and Strength 
- Great leader 
The choice of brand name itself is gives the right associations to how Julius Caesar wants to 
appear. 
6.1.2.2 Julius Caesar vs. Hugo Boss 
(Hugo Boss, 2009) 
6.1.2.3 Evaluation of positioning 
- Does the product fit the positioning stance? 
- Is it credible? 
- Is it specific and distinctive? 
- Is it difficult to copy? 
- Is it sustainable? 
(De Chernatony, 2006) 
 
 
 
 
Julius Caesar Hugo Boss 
Power Classic 
Balance between tradition and innovation “Modern Elegance” 
Uncompromising quality Refined sophistication 
Stylish Upscale, avant-garde design 
Nicely cut and pays attention to details Progressive 
The trendsetter Perfect looks that satisfy the most demanding 
tastes and accentuates the wearer’s 
personality 
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6.1.3 The Consumer’s Decision Making Process 
 
Need recognition & Problem Awareness 
Since this is an initial step in the process, marketers in JC need to make the target realize there 
is a problem that needs to solve, a need that needs to be fulfilled. Since JC wants to be a 
trendsetter, the target needs to realize that they want to be a part of the new trend, or the target 
realizes that he needs to renew his wardrobe or more specific, a new suit. This is a critical 
stage, and the target needs to be motivated to action and start searching for information.  
How can JC marketers make the desire arouse?  
• Networking through Facebook and Twitter 
o Networking makes it easy for people to create virtual network and make online 
friends (Scott, 2007). 
o Networking through Facebook and Twitter is free advertising for JC. They can 
announce new collections and show pictures of their products through the 
networks and invite all their friends and acquaintances and they can again 
spread this further among their networks. 
• Celebrity Endorsement 
o The primary benefit of using a celebrity endorser is heightened awareness of a 
brand (Percy&Elliot, 2007). 
o Although JC has experience in using celebrity endorsement before, it will not 
be that easy to find suitable endorser in the UK. They will have to do some 
research on which celebrity that appeal to their target group. 
• Word-of-mouth 
o All the advertising and salespeople in the world will not beat the power of 
word-of-mouth (Silverman, 2001). The potential JC customer will be more 
influenced by a friend or an acquaintance. This is important to consider in the 
post-evaluation stage, where the customers need have a positive experience 
with the product to spread the word forward.  
However, these influence factors can also appear in the further stages too, it all depends on 
when the customer is exposed for them.  
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Information Search 
When the consumer realizes that he needs a new suit or a shirt, he will start looking at 
information regarding the product.  The consumers will start to flip through different brands 
in their minds, and this is where JC needs to persuade the customers that JC is the most 
suitable brand.  
However, this all depends on the customer, and the customer’s will to buy. If this is about 
easily disposable products, the customer will most likely just go and buy the product, rather 
than spend time on information search.  
According to our questionnaire, the respondents said that they were willing to pay everything 
from 200-500 for a suit and 10-200 for a shirt, as earlier mentioned, it all depends on the 
amount of effort the customer is willing to put into the purchase when it comes to the prices.  
For young professionals that are just at the beginning of their careers that JC is trying to 
target, not everyone have that much money to just go and spend £500-600 on a random suit. 
Some may see it as an investment and some need to think this through before buying. They 
might look for information on different designer brands, and will start talking to friends and 
acquaintances or search online. Although JC has gained a lot of PR since their first 
appearance at Oslo Fashion Week, the UK market still lacks of knowledge of the JC brand. 
To gain brand knowledge, JC needs to start building up a network like in Norway.  
However, if the buyer has enough money, and considers purchasing a suit for at this amount is 
a low-involvement purchase, he will probably make the decision already at the store and will 
not need to pursue this stage.  
Evaluation and Purchase 
At this stage the consumer has looked through the different alternatives, and done the research 
and if he is satisfied with what he sees, he will make the purchase. However, the potential 
buyer can already be located in the store and exposed for the products and decides to buy the 
product right there and the.  
Post-Evaluation 
Even though the purchase has been made, JC’s marketers need to create brand loyalty towards 
their customers and not make them regret their purchase. They need to make the customer 
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satisfied with their purchase and JC needs to obtain the customer relationship. If any 
complaint should occur, JC will be there for the customer and provide them with all the help 
needed. This way the customer will develop a positive attitude towards JC, and will 
recommend the brand for friends and colleagues. 
 
6.2 Branding  
Branding is essential for designers to achieve a successful competitive positioning as it can 
make a brand stand out more as it is differentiated. According to Doyle (1991), “successful 
brands in fashion retailing seek to create a distinctive image and are often perceived as the 
“personality” of the product” (Birtwistle, 1998). As discussed briefly in Porter’s generic 
strategies, a company can choose to have a cost or value added strategy. In this context, the 
focus will probably be on value added brands that may be achieved for example through style, 
design, quality or shopping experience (Birtwistle, 1998). There are a number of ways to 
build a brand, but the main point is that it is crucial in the world of fashion to create a 
recognizable and wanted brand by for instance focusing on attributes which satisfies customer 
needs. As mentioned in Porter’s five forces, there are a large number of designers trying to 
make it, so to stand out and win over the customers, successful branding is a necessity.  
6.2.1 JC as a brand 
JC has built a strong brand profile in the domestic market recently and is recognized to for the 
desired attributes. How they are perceived and how they perceive themselves will now be 
discussed applying the information from the management and the findings in the primary 
research. 
 
6.2.2 Brand identity 
6.3.2.1 The Identity Prism 
 
Physique 
The special cut of the JC clothes, always in line with the latest trends, but modified to have 
the “typical JC look”. The clothes are made from quality fabric, which ensures that the clothes 
both look and feel great. 
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Personality 
If the brand were to be describes as a person, this person would be strong, confident, 
sophisticated, successful and powerful. 
Culture 
JC’s brand values fits with the values of the western world, and the capitalism of countries 
like the US.  The importance of success is a vital factor. This is very much reflected in their 
latest collection, which is influenced by the movie “Wall Street” and its main character 
Gordon Gecko.  
Relationship 
It is hard to achieve loyalty and a long-lasting relationship when operating in the fashion 
market. Relationship between JC and its customers will most likely be of somewhat emotional 
characteristics, customers will want to maintain the feeling of confidence they get when 
wearing JC. As well will the quality of the clothes provide safety for the customers and will 
be a factor in maintaining a healthy relationship.  
Reflection 
Customers who are confident, cool and stylish will reflect JC’s brand image. Customers will 
look up to the JC models and celebrities wearing the brand, and will want to be like them. 
They will also look at other customers, and if they look stylish and confident, this will also 
add value to the brand image. 
Self-image 
Consumers buying JC clothing wants to be accepted by people around them (i.e. the people 
mentioned above) by wearing cool and trendy clothes. As the clothes represent style and 
success, people will increase their level of confidence by wearing JC clothes, as well as the 
obvious reasons of appearance and to generally look better.  
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6.2.3 Brand equity 
How can JC build up a strong brand in the UK? JC needs to put brand equity this in their top 
research priorities. 
JC is a quite established brand name in Norway although it is quite new. Their segment 
associates the brand with exclusiveness and feels a satisfaction towards the brand when 
wearing it. JC is no longer just clothes, but the brand name itself has a value. This will not just 
create value for the consumer, but also be profitable for the company in the long way.  
However, by expanding to the UK, the brand name is still new and unknown for many, and 
JC needs to start from scratch and find out how to build up their brand name and compete 
with all the major designer labels that have been in the UK market for years. 
How to create brand equity? (Figure 2.5) This figure shows JC that the company needs to 
create and evaluate brand loyalty; how to make the customers keep coming back for more? 
Another aspect is brand awareness; what is likelihood and ease with which JC’s brand will be 
recalled? Next one is the perceived quality; the importance consumers place on the benefits 
and attributes associated with the product. Further on is brand associations; what kind of 
feeling is JC’s products giving the customers when wearing the clothes? Last but not least, 
brand assets; how to gain competitive advantage – market share, market leadership, loyalty 
rates and price premium (Jones, 1999).      
 
6.2.4 Brand personality 
6.2.4.1Brand Personality 
The brand’s personality can be identified through questions such as: 
- If JC came to life, what sort of person would it be? 
- If JC were to die, what would be written on Gucci’s tombstone? 
- What type of person do you think would use this brand? 
- If JC were a famous person, who do you think it would be? 
(de Chernatony&McDonald 2007, p. 445) 
Julius Caesar brand as a person 
A successful man with self-confident, and has a lot of power and respect. He is a good-
looking man and is not afraid to stand out and enjoys his success in life. 
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If JC were to die, what would be written on JC’s tombstone? 
“I came, I saw, I conquered” 
The Julius Caesar customer 
In our questionnaire; we asked people: who do you think buys and wears these clothes? 
The majority answered that a Julius Caesar customer is most likely a young urban 
professional businessman. He is either 25+ and in the start of his career and appreciates 
fashion and trends. Or he could be in the beginning of his thirties and has climbed higher up 
in the career latter and by this he wants to show through his clothes that he is a successful 
businessman. 
If the Julius Caesar brand was a famous person, who would that be?  
We have come to a conclusion that if Julius Caesar was a famous person, that person would 
need to possess the same qualities as what Julius Caesar brand stands for, and that person is 
fashion icon Kanye West. He is a famous and successful rap artist, and has his own clothing 
line.  
 
6.2.4.2 JC’s brand pyramid 
The brand pyramid can be used to build a powerful high-tech brand. 
Attributes 
What are the tangible, verifiable, objective, measurable characteristics of the products, 
services, ingredients or components that carry the brand’s name? 
• Their collection – sweaters, suits, shirts, cardigans etc 
• Logo – Julius Caesar 
Benefits 
What benefits to the customer or solutions result from the brand’s features? 
• Quality 
• Nice cut 
• Fitting 
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• Satisfaction 
• Status 
• Appearance 
Emotional Rewards 
What psychological rewards or emotional benefits do customers receive by using this brand’s 
products? How does the customer feel?  
• Status 
• Image 
• Feel good 
• Pride 
• Successful 
• Glamour 
Personality Traits 
What is the essential nature and character of the brand?  
What is the core essence of Julius Caesar? 
• Successful, sophisticated, elegant, exclusive, trendy, classic 
Generally, it is best to start at the bottom and work your way up to the top. This way, Julius 
Caesar’s brand essence is “discovered” based on the facts about the value Julius Caesar 
provides its customers. 
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6.3 Summary of chapter 6 
The most suitable segment for JC is urban males who are young professionals aged between 
25 and 34. JC should, based on this research position them as a trendy designer brand that is 
not too over the top and deliver classic quality cuts. Through analyzing the Consumer`s 
Decision Making Process, JC’s visibility and service are very important which means that 
building new relation relations through networking should contribute to success. Branding is 
discussed to be the primary tool for gaining competitive advantage and the primary research 
indicates a positive brand image in the UK which also to the extent possible in this case is 
congruent with JC`s brand identity. Brand equity can be complex to determine in detail, but 
from recent reviews and company information, JC seem to be building a solid base for strong 
brand equity which needs to be further developed in the UK market. Personality traits 
identified for the brand are; successful, sophisticated, elegant, exclusive, trendy and classic. 
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Chapter 7 Entry mode 
JC has no intentions of producing their clothing in the UK and will probably enter the market 
using a minimal of resources. Without local production and investments the alternatives are 
department stores, importer, agent, or direct to customer (Table 7.1). 
 Without investments With investments 
Without local production Department stores 
Importer 
Agent 
Direct to customer 
Sales unit 
Warehouse 
Service unit 
With local production Licensing  
Production rental 
Management contracts 
Wholly owned production 
facility 
Strategic alliances  
Table 7.1 Entry Mode  
(Solberg 1997, p184) 
The main issue is how the exporter can “connect” to the market using distributors to reach 
their goals (Solberg, 1997). JC might need to establish relations to other parties who can: 
- Promote products in the market 
- Convey the sales between exporter and customer 
- Sell to the customers 
- Transport and store the products 
- Deal with customs and other details regarding crossing a border 
- Finance the export 
- Convey payment from the customer to the exporter 
- Perform customer service 
- Inform the exporter of developments in the market 
(Solberg, 1997, p196) 
This means possibly involving representatives, forwarding agents, transport– and storing 
companies, merchants, retailers, banks, insurance – companies and advertising – firms 
(Solberg, 1997).  
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The most natural choice for JC would be to involve a representative in form of an agent and 
then try to make a deal with a recognized department store or independent retailers. Another 
possibility is to participate in major fashion events in the hope of being noticed and make 
valuable connections. This would probably acquire some use of resources but could be well 
worth it if successful. Considering the uncertainty, which affects the UK market steaming 
from the financial crisis, potential distributors might be reluctant to take in untested 
collections (Mintel, 2008). This means that JC have to do an exceptional job selling their 
products or choosing the best possible agent to represent them to department stores or 
independent retailers. The lack of resources makes it necessary to include another party when 
entering the UK. The findings in the primary research strongly suggest UK’s luxurious 
department stores. If in London, Selfridges or Harrods are good alternatives while a national 
department store such as Harvey Nichols is suggested for nationwide sales. Respondents in 
the primary research included one of Harvey Nichols retail managers and some of their sales 
people. They meant that JC`s collection fits well with Harvey Nichols product mix. Although 
Mintel (2008) states that department stores are very careful taking in untested collections, JC 
might have a good shot at being accepted by Harvey Nichols.  
Harvey Nichols has seven stores in the largest cities in the UK and has a top – end positioning 
and is considered to be a luxury lifestyle store. (Appendix 12) The company is highly trend 
driven and stocks fashion from international luxury houses as well as selling cutting edge 
brands from emerging designers. (Appendix 12) “The addition of emerging, less well – 
known brands and the role the department store takes, in not trying to offer all things to all 
men, but selecting brand and products specifically with its core shoppers in mind, provide it 
with a point of difference against competitors”. (Appendix 12) This offers JC an opportunity 
to expand in the UK, keeping their brand profile by selecting luxurious spaces and customers 
to fit with their branding. It is crucial for JC, as any designer brand, not to lose their 
positioning to another brand. If their clothing is to be sold from another store which do not 
embrace JC’s brand, the label could in worst case scenario become anonymous or 
misinterpreted. Selecting the right retailers is of severe significance, which is why Harvey 
Nichols should be considered; as the store is evaluated to be of advantage based on the 
secondary and primary research available.  
Although Harvey Nichols in this case is an example of a possible entry mode for JC, contact 
has been made with their headquarters in London to see if this can be a realistic opportunity 
(Appendix 13). The company seemed to be positive regarding the issue of retailing JC 
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clothing and will review the material delivered to them by mail. This will unfortunately be 
considered at Monday 18.05.09, after the submission deadline. 
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7.1 Summary of chapter 7 
JC will not produce their clothing in the UK, and due to their financial position they will try to 
enter the market using a minimal of resources, in terms of funding. Without local production 
and major investments, the alternatives are department stores, importer, agent, or direct to 
customer. 
The most natural choice for JC would be to involve a representative in form of an agent and 
then try to make a deal with a recognized department store or independent retailers. Based on 
results in the primary research it was found that Harvey Nichols could be a good department 
store for nationwide sales. This because JC`s collection fits the Harvey Nichols product-mix. 
Harvey Nichols are highly trend driven and sell fashion clothing from international luxury 
houses, as well as cutting edge brands from emerging designers. To make the JC clothing 
available for purchase in the UK through Harvey Nichols, will enable the company to keep 
their brand profile.  
Selecting the right retailers is of severe significance, which is why Harvey Nichols should be 
considered as the choice is considered to be an advantage based on the secondary and primary 
research available. 
Contact has been made with the Harvey Nichols headquarter in London, to see if this is in fact 
a realistic opportunity. So far, the response has been good and Harvey Nichols will look at the 
possibility to retail JC. 
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Chapter 8 Recommendation 
The findings in the external analysis describes a promising market for men’s designer clothing 
in the UK by positive outcast for market volume in the designer clothing market and an 
increasingly attractive segment of males between 25 and 34. The primary research also clearly 
suggests a preference for JC’s products among the target customers as well as proving that 
men are increasingly willing to buy and are aware of designer brands. The global financial 
crisis should also naturally be taken into account as it does create more uncertainty in the 
market. Fortunately, the market for designer clothing is still experiencing growth, only 
slower. The competition can be a threat as there are many strong competitors and the rivalry 
amongst competitors can be considered to be intense. This being said, there will always be a 
considerable amount of risk when entering a market this size in the fashion industry. Although 
the growth is weaker and perceived risk might be a threat, one prognosis is that the risks will 
not change of significance over time. It might even be a good idea entering the UK market at 
this stage as the perceived risk might attract a smaller number of foreign competitors into the 
UK.  
If JC decides to enter the UK market, they will need to have a strategic plan in order to 
succeed. Although random incidents and pure luck might be decisive for success in the world 
of fashion, preparedness to meet the high demands dominating this industry is crucial. The 
CSF’s are suggested to be product development, brand management and differentiation. In 
order to deliver brand promise JC have to have “the right and promised product”. This is a 
demanding process in fashion and to differentiate the product we recommend that JC continue 
to produce clothing with attributes like quality, fit with a trendy and sophisticated look to 
represent the target group lifestyle as young urban professionals. It is important for JC to keep 
their signature on their brand to keep a consistent brand image to develop strong brand equity 
over time.  
As resources are limited for JC, a second party will have to be introduced in order to be able 
to enter the market. The primary research suggests Harvey Nichols as one of the possible 
alternatives for selling location. Their brand profile and product mix fits JC which makes this 
a strongly suggested entry mode. What makes Harvey Nichols even more suitable for JC is 
that they can still be very visible as an individual brand in the UK market and not lose their 
defining brand personality.  
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Briefly summed up, JC is recommended to enter the UK market based on a promising outlook 
external and on how their product seems to fit the consumer’s desires. JC’s vision is also 
Veni, Vidi, Vici which strongly implies a strong international profile and the UK market can 
be a great start for international expansion. A department store such as Harvey Nichols are 
recommended as the most suitable entry mode considering the lack of financial resources, but 
still supporting strong brand management of JC.  
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Chapter 9 Conclusion 
A highly competitive environment in the UK fashion industry makes it extremely important 
for a brand to “stand out” in order to sell. It is especially important considering the real or 
perceived uncertainty which influences the market today. The estimates do however describe 
a promising future for the UK market for designer clothing.  
The primary research conducted indicates that the attractive market segment of 25 – 34 year 
old young professionals working in the cities can be seen wearing JC`s clothes. Additionally, 
the latest collection got a very good response from the respondents. They also confirmed 
market opportunities by willingness to pay average of 81 - 120 for a shirt, and 401 - 500 for a 
suit.  
Creating a strong brand is however a requirement to get noticed and survive in this industry. 
Analyzing JC`s brand perceptions and desires regarding themselves reveals a clear and 
determined brand positioning and identity. As it transpires from the primary research the 
brand image is congruent with last mentioned, which is a good base for JC building their 
brand.  
To keep the individuality of the brand, but still needing someone to distribute their product, 
we have suggested Harvey Nichols as a possible entry mode for JC into the UK fashion 
industry.  
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Appendix 1 
 Sophisticated "Wall Street" from Julius Caesar  
 13.2.2009 | by Marthe E. Jacobsen | Category: Fashion Week, News  
 
Designer trio consisting of David Vassli Nilsson, David Strømman Nedal and Thomas 
Solli Sandvik, had chosen to have a "Wall street" theme of the new lord of their 
collection, which is in strong contrast to the hooded sweaters Julius Caesar was first 
known for.  
Have you seen the movie Wall Street with the actor Michael Douglas, then you will recognize 
this collection. The view opened with a short video slide show, performed with the classic 
"Hollywood actionfilm-voice" before the models took over the catwalk. We got to see a 
collection that was more sophisticated and less playful than what Julius Caesar has in the past.  
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The clothes had a business-like feel, but were still different than what you put in the 
description "business man".  
Braces in red, dots and routes were often adorned with Monograms and was repeatedly 
mentioned throughout the show. On the pants front, there were Chinese in beige and blue that 
applied, often in combination with shirt, suspenders and bow tie or a scarf in the neck.  
The designers have a sense for details see clearly at the shirts that have a different pattern on 
the collar and the bottom of the sleeves, and pants were fitted with separate buttons for 
suspenders.  
The classic suits with interesting details such as their own cigar pocket and red for the left 
under view. The typical gray suit was spice up with pink striped shirt and matching bow tie 
and handkerchief tversover.  
One of the garments that certainly will be a big favorite among the fashion conscious men is 
the beige, double-pent trench coat with ties both within the life and over the chest.  
 Several items that reflected the classic business-look was patterned trousers, knitted 
cardigans with ties in life, patterned tie and sweater over the shoulders 
*Original Norwegian language, translated by Google.
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Appendix 2 
 
H&M 
 
Hennes & Mauritz, or H&M for short, is a Swedish clothing retailer that sells clothes targeted 
almost all age groups. H&m operates with over 1500 retail outlets in 28 countries. Some of 
their most important markets are Sweden, Germany and the UK.  
Other up and coming markets are the US, France and Canada. H&M also has a online 
shopping option for some countries, and this is expanding towards new markets every year. 
H&M had a revenue of 13, 627.8 million dollars in 2007, and this something that has been 
steadily year by year. 
 
H&M has also taken their brand into a new direction offering cosmetics of their own name, 
and as of 2009 a home line consisting of items such as towels, sheets, curtains etc. H&M has 
also been one of the first large fashion companies to make fashionable items for groups of 
people who often have been “ignored” when it comes to fashion and style, such as pregnant 
women or women of larger size. H&M was also one of the first high-street retailers to do 
designer collaborations with famous fashion houses, which gained them a larger audience and 
attracted people who normally would not shop at H&M. Noticeable guest designers are Karl 
Lagerfeld, Stella McCartney, Viktor & Rolf, Roberto Cavalli and Comme Des Garcons 
(Mintel, 2008). 
  
Marks and Spencer 
 
Marks and Spencer is one of the powerhouses in multi warehouses in the UK with a revenue 
of 17, 180.7 million dollars in 2007. Marks and Spencer retails clothing, foods and home ware 
in over 515 stores across the UK, Ireland and Hong Kong. Marks and Spencer are also 
currently adding new shops globally via franchising, and are at the moment operating over 
200 stores in over 30 countries. 
 
Their clothing division offers both men’s and women’s lines as well as children’s wear and 
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footwear. Although being a high street retailer, Marks and Spencer has followed the trend 
such as H&M, with launching limited high-end designer collaborations to attract new 
audiences to their clothing department. Noticeable work consists of Patricia Field and Zandra 
Rhodes. (Marks and Spencer, 2009) 
 
Next 
 
Next is a group that mainly focuses on retailing, home shopping and customer services 
management. They have 480 stores worldwide, and with revenue in 2007 of 6,569.3 million 
dollars. Next has a range of different audiences that they sell clothes towards, mainly being 
men, women and children. 
 
Next has a strategy of mixing their own clothing as well as being able to offer the possibility 
of choosing designer labels as well. Next also offers the possibility not only to shop online, 
but also via direct mail catalogues and phone. Their possibility to choose the ways to shop has 
caused them to have 2 million active customers on their transactional website. (Next, 2009) 
 
Arcadia Group Limited 
 
The Arcadia Group limited operates over 2500 retailer stores throughout the UK and over 400 
internationally located franchises. The Arcadia group is mainly known for such shops as 
Topshop, Topman, Miss Selfridge, Dorothy Perkins and Burton.  
Burton has over 400 shops in the UK and Ireland, and these stores have a main focus of men’s 
clothing and casual wear. The recorded revenue for the Arcadia group is 3,641.5 million 
dollars in 2007. 
 
Noticable for the Arcadia group is that their Topman store group has taken shopping for 
younger males in a new direction. Their quirky and smart designs that are often similar to top 
designer brands has appealed a lot to males aged 15-34. The store also offers everything from 
casual wear, swimwear, suits, shoes and accessories, making it an all-in-one store for younger 
males. The store concept is copied by the sister brand Topshop. (Mintel, 2008) 
 
  
 84 
 
 
ASOS.com 
 
Asos.com is a very important menswear source to mention as well. Asos.com is a online 
retailer that offers clothing for both men, women and children. What makes Asos unique, is 
that they offer a very wide range of different types of brands under one web page. A large 
selection in high street shops, designer labels, jeans labels, street brands and premium brands. 
Asos also offers their own brand, which is same as the store name, Asos. This brand is cheap 
and very affordable, but also very up-to-date and trendy. Asos had a revenue of the first 6 
months in 2007 of 48,28 million dollars, which was a 83% increase the year before. This is of 
course less than the brands mentioned above, but Asos is a page that has steadily been 
growing, as well as appealing enormously to the online shopping behaviour of men. (Asos, 
2008) 
 
(Mintel, 2008) 
 
 The retail industry is very competitive, however, the level of competition depends from the 
size and types of stores. Even if Ralph Lauren and Marks and Spencer both make fashion 
clothing for men, it’s not certain that they are substitutes to each other or competitors.  
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Appendix 3 
Checklist for research design  
(Mark Balnaves and Peter Caputi 2001 Quantitative Research Methods Published by Sage 
publications Ltd p.66 ) 
 
 
Type of inquiry 
- exploration 
- description 
- explanation 
 
Units of analysis 
- individuals 
- groups 
- organizations 
 
Sampling 
- probability 
- non‐probability 
Hypothesis/ 
Research question 
Time‐dimension 
- cross‐sectional 
- longitudinal 
 
Method 
- ‐case study 
- survey 
- Experiment 
 
Measurement 
‐ operational definitions 
 
Data analysis 
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Appendix 4 
Research methods and techniques of data collection  
(Mark Balnaves and Peter Caputi 2001 Quantitative Research Methods Published by Sage publications 
Ltd p.67) 
 
 
 
 
Case study (questionnaire, interview, 
content analysis, observation) 
Research question/ 
Hypothesis 
Survey (questionnaire, interview, 
content analysis, observation) 
 
Experiment (questionnaire, interview, 
content analysis, observation) 
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Appendix 5 
Collection through photography; 
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Questionnaires and visual aid 
Age? 
Profession? 
 
1. What do you think of designer goods? 
2. What kind of relationship do you have to buy designer goods? 
 
 
3. Do you have any personal favourite designer brands and why? 
4. Do you have any knowledge of Norwegian design? If so, which? 
5. Do you have any knowledge of Scandinavian design? If so, which? 
(If no answered, we present a chart with different Scandinavian designers/logos to see if there is any 
recognition, Suggested brands; Cheap Monday, Nudie, Tiger of Sweden). 
6. What things come to mind when hearing the words “Julius Caesar”? 
 
Julius Caesar is a Norwegian Fashion Brand, established in 2006. The designers consists  
of a trio of 23 year old men who by just a few years in the fashion industry has already grabbed the 
attention of many fashion critiques and shops in Norway. The brand is currently on the outlook in 
Scandinavia and parts of Europe for new markets. 
We would now like to show you their newest collection called Wall Street, which is their Fall/Winter 
09/10 collection. The collection is inspired by the 1987 movie Wall Street with Michael Douglas.  
Please flick through the collection in your desired pace before I continue with the questions 
‐ The collection is presented through illustration – (Added as an appendix) 
 
7. What individual piece appealed the most to you? 
8. What individual piece appealed the least to you? 
9. What kind of people would you say would wear this brand? 
10. Would you be willing to wear any of these clothes? If yes/no, which/why? 
11. Which shop in the UK do you think you would most likely find this brand? 
 
The next set of questions are on a general base and does not consist with reference to the Julius 
Caesar Wall Street Collection; 
 
12. How much would you be willing to pay for a shirt that appealed to you? 
13. How much would you be willing to pay for a suit that appealed to you? 
14. What is most important to you; quality, price, brand name, design of other? 
15. Do you shop online? If yes, where? If no, why? 
 
Thank you for your time, this is much appreciated as this helps us in our research for Julius Caesar. 
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Appendix 6 
Summary of Primary Research 
 
Age and profession (all males) 
1. 32, Musician 
2. 28, Project Manager 
3. 25, Student 
4. 24, Student 
5. 30, Banker 
6. 26, Insurance 
7. 28, Marketing sales person 
8. 33, High T Project Manager 
9. 29, Recruitment Consultant 
10. 25, Student 
11. 31, Marketing 
12. 38, Chef 
13. 31, Sales Manager 
14. 22, Sales Assistant 
15. 20, Student 
16. 29, Event Marketing 
17. 35, Supervisor 
18. 44, Nurse Manager 
19. 28, 
20. 35, Banker 
21. 34, IT – consultant 
22. 23, Police 
23. 24, All Saints 
24. 31, Retail Manager 
25. 21, Student/Harvey Nichols 
26. 30, Science Technician 
27. 31, 
28. 36, Project Manager 
29. 25, Engineer 
30. 28, Communication Director 
31. 25, Pharmacists 
32. 28, Investment Banker 
Question 1: What do you think of designer designer goods? 
1. Often got it for free 
2. Don`t like huge big labels 
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3. Expensive 
4. Like it 
5. Regular 
6. Shop only designer brands 
7. Like it 
8. Like it 
9. Good 
10. More expensive 
11. Depends on what it is 
12. It is more important for men than women 
13. Nice, I buy them 
14. I like them a lot 
15. I like it 
16. Cost a lot of money 
17. Expensive 
18. My wive loves it, but I`m not too bothered 
19. I don`t look for brands 
20. I like the cut, feel and individuality 
21. Depends on design, usually get what you pay for 
22. Better than high street 
23. Good 
24. Like them 
25. I think designer brands are good 
26. It is different 
27. If I got the money I like it 
28. I like them 
29. Like it. it`s good 
30. Yeah, good 
31. Not too bothered 
32. Worth buying 
Question 2: What kind of relationship do you have towards designer goods? 
1. Like it 
2. Use to shop three times a month 
3. I`m a vintage guy 
4. If I have a million I`ll buy it 
5. Like it 
6. I only shop every 6 months because I work a lot 
7. Buy it too often 
8. Good, I go and buy it when I feel particularly rash 
9. Regular 
10. Don`t buy many 
11. Depends 
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12. Don`t buy it regularly  
13. Their look and names 
14. Buy it very often 
15. Buy them a lot 
16. Shop every 2 weeks 
17. No 
18. If I like it I`ll buy it 
19. Happy to buy 
20. I often buy a lot in one stores, but look for stores everywhere 
21. Like some brands better than others 
22. Go for them 
23. If it is a good brand I`ll buy 
24. Buy them often 
25. I don`t get to buy as much as I like 
26. Usually don`t buy 
27. I`ll buy it if I like it 
28. I buy designer clothing often 
29. I don`t buy much since I`m travelling a lot, my sister buys 
30. Every couple of weeks 
31.  –  
32. Buy often 
Question 3: Do you have any personal favorite designer brands and why? 
1. No, if I like it I`ll buy it 
2. Reiss, Flannels 
3. No 
4. Change 
5. All Saints, Ted Baker 
6. Diesel 
7. Roberto Cavalli 
8. Ted Baker 
9. G star 
10. No 
11. All Saints 
12. G star 
13. Diesel Alexander McQueen 
14. All Saints, Ted Baker, Levi`s 
15. Hugo Boss 
16. No 
17. No 
18. Reiss, PS (?), understated brands 
19. Hugo Boss, Ted Baker. Nice cuts and good quality suits.  
20. All Saints, Hugo Boss, Reiss 
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21. All Saints, good fit. Somewhat loyal towards the brand 
22. Vivienne Westwood, Dsquared, All Saints, Dolce & Gabbana 
23. Dolce & Gabbana, Gucci, Prada, Armani 
24. PS (?), Alexander McQueen 
25. No 
26. Reiss 
27. Not really 
28. Hugo Boss for suits 
29. Don`t know 
30. I`ll buy something if I like it 
31. Frankling & Marshall, Gucci, Prada 
Question 4: Do you have any knowledge of Norwegian design? If so, which? 
1. No 
2. No 
3. No 
4. No 
5. No 
6. No 
7. No 
8. No 
9. No 
10. No 
11. No 
12. No 
13. No 
14. No 
15. No 
16. No 
17. No 
18. No 
19. Cars? 
20. No 
21. No 
22. No 
23. No 
24. No 
25. No 
26. No 
27. No 
28. No 
29. No 
30. No 
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31. No 
32. No 
Question 5: Do you have any knowledge of Scandinavian design? If so, which? 
1. No 
2. No 
3. No 
4. No 
5. No 
6. No 
7. No 
8. No 
9. No 
10. No 
11. No 
12. No 
13. No 
14. No 
15. H&M 
16. No 
17. No 
18. No 
19. No 
20. No 
21. “Ikea”? 
22. No 
23. No 
24. Tiger of Sweden, Nudie 
25. Yes 
26. No 
27. No 
28. No 
29. No 
30. No 
31. No 
32. Tiger of Sweden 
Question 5 (2): Do you recognize any of these Scandinavian brands (showing the firm 
logo)? 
1. Acne 
2. Tiger of Sweden 
3. Tiger of Sweden 
4. Tiger of Sweden, Cheap Monday 
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5. No 
6. Tiger of Sweden 
7. Tiger of Sweden 
8. Tiger of Sweden 
9. Tiger of Sweden 
10. Tiger of Sweden 
11. Tiger of Sweden 
12. Cheap Monday 
13. Tiger of Sweden 
14. Tiger of Sweden, Cheap 
Monday, Bruuns Bazar, 
Acne 
15. Bruuns Bazar, Tiger of 
Sweden 
16. Tiger of Sweden 
17. No  
18. No 
19. No 
20. No 
21. No 
22. Tiger of Sweden 
23. Acne, Tiger of Sweden, Cheap Monday 
24. Tiger of Sweden 
25. Tiger of Sweden, Acne – the Scandinavian brands have very good prices 
26. No 
27. No 
28. Tiger of Sweden 
29. Tiger of Sweden, Bruuns Bazar 
30. Tiger of Sweden, Cheap Monday 
31. No 
32. Tiger of Sweden, Cheap Monday 
Question 6: What things come to mind when hearing the words “Julius Caesar”? 
1. Roman leader 
2. Roman leader 
3. Roman empire 
4. Roman leader 
5. Roman leader 
6. Roman leader 
7. Roman leader 
8. Roman leader 
9. Roman leader 
10. Roman leader 
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11. Leader 
12. Aging times? 
13. Roman empire 
14. Nothing 
15. Shakespeare 
16. Roman empire 
17. Romans 
18. Shakespeare 
19. An assignment I did at uni 
20. Great leader, Roman 
21. Romans, toga 
22. Romans 
23. Emperor of Rome 
24. Emperor of Rome 
25. Nothing 
26. Roman Emperor 
27. Bloke with green crown 
28. Rome 
29. Don`t know 
30. Don`t know 
31. Roman Emperor 
32. Emperor 
Question 7: What individual piece appealed the most to you? 
1. Braces, pants, shoes and shirts 
2. White shirt and polka dots braces 
3. Light grey suit with pink 
4. Black and red cardigan 
5. The first picture 
6. Dark suit picture 8 
7. Dark suit picture 8 
8. Dark grey suit picture 11 
9. Picture 1 
10. Like the suit picture 8 
11. Suits 
12. Braces and everything else 
13. White and blue shirts 
14. Chinos and trench coat 
15. Scarf, braces and the fitting 
16. Suits 
17. Suit (with cardigan) 
18. Blue shirt, yellow tie 
19. The black suit 
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20. Grey suit (apart from gloves), can “see the wall street”, shoes with red shirt 
21. Smart casual, shirt, chinos and shoes 
22. Grey suit, with red scarf, suits  
23.  –  
24. Everything, especially the first look 
25. Blue shirt & yellow tie, braces on 1st photo 
26.  –  
27. Nice 
28.  –  
29. Like the trench, braces, glasses, grey trousers, blue shirt look, black suit 
30. Nice scarfs 
31. Like it 
32. Braces, blue shirt 
Question 8: What individual piece appealed the least to you? 
1. Baggy pants 
2.  –  
3. Braces 
4. Red shirt 
5. None, it’s nice, I prefer them all 
6. None 
7. None 
8. Red shirts 
9. None 
10. Braces 
11. Bow tie 
12. None 
13. None 
14.  braces 
15. Trench coat 
16.  –  
17. Red shirts 
18. Bow tie 
19. Red shirts 
20. Don`t like braces 
21. Red shirts 
22. Trench 
23. Shirts, chinos, the red 
24. Nothing 
25.  –  
26.  –  
27. No braces, too baggy trousers 
28.  –  
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29.  –  
30. Braces 
31.  –  
32. Bow tie 
Question 9: What kind of people would you say would wear this brand? 
1. People who like to dress up and business people. 
2. Young professionals 
3. Professionals in big cities 
4. Young business people 
5. Young professionals 
6. City people 25-35 
7. Fashion store workers 
8. Young urban sophisticated men 
9. Business people 
10. Young professionals 
11. Office people 
12. All Saints style people 
 
13. Young professionals 
14. Young professionals 
15. Middle age men in fashion 
16. Business people 
17. Businesspeople 
18. Young professionals 
19. Don`t know? 
20. Individual people (cardigan) 
21. 30s, 20s professionals 
22. Young professionals 
23. 30`s 
24. Trendy people 
25. Young professionals 
26. People who work in the city 
27. People who work in clothing shops, not accountants 
28. People in their 20s 
29. Don`t know? 
30. Lectures 
31. Young professionals 
32. “Kanye West”, celebrities 
 
Question 10: Would you be willing to wear any of these clothes? 
1. Yes 
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2. Yes 
3. Yes 
4. Yes 
5. Yes 
6. Yes 
7. Yes 
8. Yes 
9. Yes 
10. Yes 
11. Yes 
12. Yes 
13. Yes 
14. Yes 
15. Yes 
16. No 
17. No 
18. Yeah 
19. Yes, a couple of looks 
20. Yeah, I would take a closer look 
21. Yes 
22. Yes 
23. Wouldn`t wear 
24. Yes 
25. Depends on price, but I would wear it 
26. No, too sophisticated for me 
27. Don`t know 
28. No 
29. I could wear it, definitely the braces 
30. No, not my style 
31. Yes 
32. Yes 
Question 11: Which shop in the UK do you think you would most likely find this brand? 
1. Harvey Nichols 
2. Reiss, Flannels and Harvey Nichols 
3. Harvey Nichols 
4. Vivienne Westwood, because it is similar to it. 
5. Harvey Nichols 
6. Arcade 
7. Harvey Nichols and Selfridges 
8. Harvey Nichols and Victoria Quarter Arcade 
9. Harvey Nichols 
10. Harvey Nichols 
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11. Harvey Nichols, House of Frasier 
12. VQ Arcade 
13. Harvey Nichols and Selfridges 
14. Harvey Nichols and Selfridges 
15. Reiss, Ted Baker 
16. VQ Arcade 
17. Stores in VQ 
18. Don`t know 
19. “Right place” (?) 
20. Don`t know 
21. Harvey Nichols, 
maybe House of 
Fraser 
22. Harvey Nichols 
23. Harvey Nichols 
24. Harvey Nichols 
25. Harvey Nichols 
26. VQ 
27. Paul Smith 
28. Harvey Nichols 
29. Harvey Nichols, Harrods, Selfridges 
30. Harvey Nichols 
31. House of Fraser 
32. Harvey Nichols, Harrods, Selfridges, boutiques, House of Fraser 
Question 12: How much would you be willing to pay for a shirt that appealed to you? 
1. 150 
2. 70 
3. 50 
4. 80 
5. 100  
6. 100 
7. 60 
8. 100 
9. 90 
10. 50 
11. 50 
12. 30 – 130 
13. 60 – 80 
14. 200 
15. 100 – 150 
16. 50 
17. 100 
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18. 60 – 70 
19. 60 
20. 200 
21. 75 
22. 100 
23. 80 – 150 
24. 100 
25. 100 
26. 10 
27. For work 80 – 100 
28. 70 
29. 120 
30. 100 
31. 50 – 60 
32. 70 – 100 
Question 13: How much would you be willing to pay for a suit that appealed to you? 
1. 350 – 500 
2. 200 – 350 
3. 150 
4. 400 
5. 200 – 500 
6. 300 – 400 
7. 300 – 400 
8. 300 
9. 500 
10. 250 
11. 300 
12. 300 – 400 
13. 500 
14. 500 – 2000 
15. 500 – 1000 
16. 200 – 500 
17. 400 
18. 200 
19. 600 
20. 300 – 1200 
21. 250 – 300 
22. 500 
23. 200 
24. 500 
25. 600 – 700 
26. 30 (second hand) 
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27. For work 400 – 500 
28. 300 
29. 600 
30. 600 – 700 
31. 250 
32. 200 – 2000 
Question 14: What is most important to you; quality, price, brand name, design or 
other? 
1. Quality 
2. Quality 
3. Design  
4. Quality 
5. Price, design , “the look” 
6. Quality 
7. Quality, cut 
8. Quality 
9. Quality 
10. Quality, price 
11. Quality 
12. Quality 
13. Design, the look and the fitting 
14. Quality 
15. Quality , fitting and stitching 
16. Fitting 
17. Quality 
18. Quality and price 
19. Quality first, then price 
20. Not price, fit, get what you pay for, cheap to mono 
21. Balance between price and quality.  
22. Quality & brand 
23.  –  
24. Fit 
25. Quality 
26. The look, the fabric, unusual details 
27. Fit 
28. Quality 
29. Quality, fit 
30. Brand 
31. As long as I like it, fit 
32. Fit quality 
Question 15: Do you shop online? If yes; where? If no; why? 
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1. No, too confusing 
2. Yes, Reiss and All Saints 
3. Yes, eBay 
4. No 
5. Yes, Diesel and eBay 
6. No 
7. No 
8. Yes, Next 
9. Occasionally, department stores 
10. No 
11. Yes, everywhere 
12. Yes, Baggaman menswear 
13. No 
14. No 
15. Yes, Urban Outfitters, Topman, Levi`s 
16. No 
17. No, if I see something I`ll buy it 
18. Yes, Amazon and everywhere 
19. No, I`m old – fashioned, I like to try things on 
20. No, not suits or shirts, maybe underwear and shoes 
21. Yes, All Saints, ASOS, Reiss (mostly casual) 
22. Sometimes, but like to actually see the clothes, might shop at All Saints 
23. Yes, Ebay, ASOS, Topman, All Saints 
24. Not really, browse, but I can`t see the clothes 
25. No, I look for stuff, might buy if I know my cuts and it`s not too expensive, might 
shop at Nudie or Hoogles (?) 
26. No, as I buy second hand I like to try 
27. No, doesn`t fit 
28. No, I like to see what I buy 
29. No, I am travelling a lot in my job 
30. Occasionally, but not too much clothing, I need to try 
31. No, I like to try the clothes on 
32. Yes, but not so much clothes. Browse on Reiss 
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Appendix 7 
 
Socio-economic 
group 
Occupation of chief income earner 
A  Higher managerial, administrative or professional 
B  Intermediate managerial, administrative or 
professional 
C1 Supervisory or clerical, and junior managerial, 
administrative or professional 
C2  Skilled manual workers 
D  Semi and unskilled manual workers 
E  All those entirely dependent on the state long term, 
through sickness, unemployment, old age or other 
reasons 
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Appendix 8 
ACORN 
category 
ACORN group % of 
population 2003 
A – Thriving 1 Wealthy Achievers, Suburban Areas 15.0 
 2 Affluent Greys, Rural Communities 2.1 
 3 Prosperous Pensioners, Retirement 
Areas 
2.5 
   
B – Expanding 4 Affluent Executives, Family Areas 4.3 
 5 Well off Workers, Family Areas 7.3 
   
C – Rising 6 Affluent Urbanites, Town and City 
Areas 
2.5 
 7 Prosperous Professionals, 
Metropolitan Areas 
2.0 
 8 Better off Executives, Inner-City 
Areas 
4.0 
   
D – Settling 9 Comfortable Middle Agers, Mature 
Home Owning Areas 
13.1 
 10 Skilled Workers, Home Owning 
Areas 
12.8 
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E – Aspiring 11 New Homeowners, Mature 
Communities  
8.1< >  
 12 White Collar Workers, Better off 
Multi-ethnic Areas 
4.0 
   
F – Striving 13 Older People, Less Prosperous 
Areas 
3.2 
 14 Council Estate Residents, Better off 
Homes 
11.3 
 15 Council Estate Residents, High 
Unemployment 
2.9 
 16 Council Estate Residents, Greatest 
Hardship 
2.5 
 17 People in Multi-ethnic, Low-
income Areas 
2.0 
Source: CACI    (http://academic.mintel.com/sinatra/oxygen/how_uk/) 
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Appendix 9 
 
Population numbers, by socio economic groups 2002-12 
 
 2002 2007 % annual 
change 
2012 % annual 
change 
AB 11.7 13.0 +11.1 13.7 +5.4 
C1 13.4 14.5 +8.2 15.2 +4.8 
C2 10.1 10.4 +3.0 10.6 +1.9 
D 8.4 7.9 -6.0 7.9 - 
E 4.7 4.3 -8.5 4.4 +2.3 
TOTAL 48.3 50.2 +3.9 51.7 +3.0 
 (Menswear Retailing,Retail Intelligence, Oct 07 p.36 published by Mintel International 
Group Ltd) 
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Appendix 10 
 
EU Law 
Art.90 : ”No member state shall impose, directly or indirectly, on the products of other 
Member states any internal taxation of any kind in excess of that imposed directly or 
indirectly on similar domestic products. 
 Furthermore, no Member States shall impose in the products of other Member States any 
internal taxation of such a nature as to afford indirect protection to other products.”  
And it also contains two prohibitions: 
- Art.90(1) which deals with ’similar’ products 
- Art.90(2) which concerns goods which, although not exactly similar, are still in 
competition with each other.  
(Steiner et al, 2006, p. 362) 
Art 28 (ex 30): Quantitative restriction on imports and all measures having equivalent effect 
shall be prohibited between Member States (EurLex, 2008) 
Art 29 (ex34): Quantitative restriction on exports, and all measures having equivalent effect, 
shall be prohibited between Member States (EurLex, 2008) 
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Appendix 11 
Population forecast, age group, 2003-13  
 
MALE 2003 % 2008 % 2013 % % 
change 
2003-08 
% 
change 
2008-13
Under–
5 
1,733 6 1,885 6,3 2,023 6,4 8,8 7,3 
5-14 3,868 13,3 3,613 12 3,640 11,6 -7 0,7 
15-24 3,855 13,2 4,221 14 4,160 13,3 9,5 -1,4 
25-34 4,024 13,8 3,969 13,2 4,476 14,3 -0,1 12,8 
35-44 4,514 15,5 4,542 15,1 4,128 13,2 0,6 -9,1 
45 – 54 3,768 12,9 4,027 13,4 4,416 14,1 6,9 9,7 
55-64 3,319 11,4 3,568 11,8 3,529 11,2 7,5 -1,1 
65+ 4,028 13,8 4,324 14,3 5,005 16 7,3 15,7 
TOAL 29,109 100 30,150 100 31,377 100 3,6 4,1 
(clothing retailing – UK Retail intelligence sept 08  p.23) 
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The largest age group is those over 65s forecast to see the most growth over the next five 
years, followed by the 25-34s.  
The latter will become the second largest segment of the market; these customers retain both 
an interest in fashion and facility, as well as a willingness to spend. 
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Appendix 12 
Department Store Retailing ‐ UK ‐ January 2009 
Harvey Nichols Group 
  
Harvey Nichols pitches itself as a luxury lifestyle brand, particularly authoritative in 
fashion. The flagship store in London remains at the core of the operation for both sales 
and profits. Openings in major cities globally are gradually creating an international 
dimension, though this profile focuses on the European operations.  
 
FIGURE 61: Harvey Nichols Group Ltd: Sales as share of all department store retailers’ 
sales in UK, 2003-07 
  
 
  
 
Note: Sales through UK and Irish stores only. 
 
Source: Company Accounts and Annual 
Report/Mintel 
 
Market share gain at Harvey 
Nichols reflects the recent strength 
of the luxury market in the UK, on 
the back of the buoyant economy. 
Sales were also boosted by a new 
store in Dublin and expansion at 
Birmingham. 
The Knightsbridge flagship store 
has performed well, attracting 
Londoners and visitors alike.  
 
 
 
Financial performance 
Harvey Nichols was taken private in 2003, and saw subdued sales in 2004/05 and 
2005/06.  
 
● Sales picked up in 2006/07, helped by a full year’s contribution from the new 
store in Dublin and the strength of the luxury market in the UK, on the back of the 
buoyant economy. 
● 2007/08 was another year of robust sales growth, at 6.5%. This comes against 
strong comparatives, benefiting from the expansion of the Birmingham store (August 
2007).  
● Profit margins have improved steadily over the period, benefiting from a 
combination of tighter cost controls, improved efficiencies and growing sales.  
 
It should be noted that these figures relate only to the UK and Irish operations, and do 
not include sales from stores outside the UK and Ireland. 
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FIGURE 62: Harvey Nichols Group Ltd: UK and Ireland retail financial performance, 
2003/04-2007/08 
  
Year to March  2004  2005  2006  2007  2008  
      
Sales (£m, excl. VAT)  124 134 138 153 163 
Sales (€m, excl. VAT)  179 198 202 224 240 
      
Operating profit (£m)  5 8 9 14 16 
Operating margin 
(%)  
3.9 5.7 6.5 9.2 9.8 
Pre-tax profit (£m)  1 4 6 12 14 
 
 
Note: Refers to turnover and profits through the holding company’s retail stores only, 
excludes stand-alone restaurants. Turnover excludes the non-commission element of 
sales made by concessions outlets. All turnover and operating profit originates from 
within the UK and Republic of Ireland. 
SOURCE: Company Accounts and Annual Report/Mintel 
 
More than half of the sales and the majority of profits of the group in the UK and Ireland 
are generated at the flagship store in Knightsbridge, at just 40% of the space. It has a 
unique catchment area, attracting wealthy London (long- and short-term) residents, the 
aspirational middle class and tourists visiting the capital. The larger premises and thus 
more comprehensive product offer heightens its appeal as a destination store.  
 
The success of the flagship store compared to the other UK stores underlines the niche 
appeal of the format, and the limited potential for physical expansion in the UK.  
 
FIGURE 63: Harvey Nichols Group Ltd: UK financial performance, 2006/07-2007/08 
  
Year to March  2007  2008   Year to March  2007  2008  
       
Turnover (£m, 
excl. VAT)  
144.3 154.4  Turnover including 
concessions (£m, 
excl. VAT)  
189.0 199.5 
Of which:    Of which:   
Knightsbridge store 85.4 90.4  Knightsbridge store 116.0 121.1 
Regional stores 54.0 57.3  Regional stores 67.6 71.1 
Small stores 4.7 5.6  Small stores 5.2 6.2 
Online store 0.2 1.1  Online store 0.2 1.1 
       
Operating profit 
(£m)  
   Operating margin 
(%)*  
  
Knightsbridge store 12.4 14.7  Knightsbridge store 14.5 16.3 
Regional stores 3.1 3.3  Regional stores 5.7 5.8 
Small stores -0.3 -1.3  Small stores -6.4 -23.2 
Online store 0.1 0.0  Online store 50.0 0.0 
 
 
* Based on turnover excluding concessions. 
SOURCE: Company Accounts and Annual Report/Mintel 
 
Store portfolio 
With just seven stores, Harvey Nichols’ presence is limited to some of the largest cities in 
the UK. This reflects its top-end positioning, and the restricted number of catchment 
areas where the group would find sufficient demand to operate profitably. 
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Activity picked up during calendar year 2008 with the opening of the store in Bristol, and 
rumours that the group is in negotiations to open a store in Nottingham. Overseas, new 
stores opened Istanbul in 2006 and in Jakarta in 2008.  
 
FIGURE 64: Harvey Nichols Group Ltd: UK and Ireland outlet data, 2004-08 
  
Year to March  2004  2005  2006  2007  2008  
      
Outlet numbers   5 6 6 6 6 
Sales area (‘000 
m²)   
44.2 44.2 47.2 47.2 47.7 
      
Sales per outlet 
(£’000)  
27,556 24,364 23,000 25,500 32,600 
Sales per m² (£)  3,116 3,032 3,020 3,242 3,435 
 
 
SOURCE: Company Accounts and Annual Report/Mintel 
 
Four of the seven UK and Irish stores operate from space of less than 4,000m², small for 
a department store, and allowing for only a limited product offer. While a larger store 
might not be able to operate profitably in these catchment areas, these stores would 
stand to benefit from a stronger, more integrated online operation, making the wider 
Harvey Nichols catalogue accessible across stores.  
 
FIGURE 65: Harvey Nichols Group Ltd: Group outlet data, November 2008  
  
Domestic  Sales area 
(m2)  
 International  Sales area 
(m2)  
     
London 21,300  Dubai, UAE 11,200 
Manchester  8,800  Jakarta, Indonesia 9,300 
Edinburgh  8,400  Riyadh, Saudi Arabia 8,000 
Leeds 3,900  Istanbul, Turkey 8,000 
Bristol 3,250  Hong Kong 5,600 
Dublin  3,000    
Birmingham 2,265    
     
Total UK and 
Ireland  
50,915   Total international  42,100  
 
 
SOURCE: Company Accounts and Annual Report/Mintel 
 
Retail offering 
Market positioning 
Harvey Nichols pitches itself as a luxury lifestyle store, particularly authoritative in 
fashion, and stocking prestigious brands from across the world. Accordingly, its core 
customers are the higher income groups, with the brand also appealing to the 
aspirational mass market in the recent years of masstige.  
 
In the same prestige league as Harrods, Harvey Nichols is more trend-driven, tending to 
give more space to directional and cutting edge brands in its comprehensive fashion 
offer.  
 
In the same prestige league as Harrods, Harvey Nichols is more trend-driven, tending to 
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give more space to directional and cutting edge brands in its comprehensive fashion 
offer. In our consumer research, the brand comes across as stylish and exclusive, but the 
least welcoming of the department stores. It seems a large part of the population deems 
the brand to be too stylish and exclusive for them, a view it might do well to dispel at 
least among high potential shoppers. 
 
Brands 
Harvey Nichols is essentially a house of brands. The small own-label offer is focused on 
food and drink. 15 stores is understood to be seen by the group as the threshold for the 
scale needed to develop a meaningful own label offer in areas like men’s and women’s 
fashion and accessories.  
 
In line with its top-end positioning, the group stocks fashion from international luxury 
houses, such as Prada and Gucci. Its offer also spans international fashion names from 
traditional to emerging brands, their diffusion lines and aspirational mass market brands 
like Sisley and Diesel.  
 
Similarly in beauty, the brand mix includes both traditional top-end brands (Clarins, 
Estée Lauder) and less well-known emerging brands (eg Omorovicza). 
 
The addition of emerging, less well-known brands and the role the department store 
takes, in not trying to offer all things to all men, but selecting brands and products 
specifically with its core shoppers in mind, provide it with a point of difference against 
competitors.  
 
Product offer  
The product offer is more heavily geared towards fashion and personal items (jewellery, 
accessories and beauty products) than that of most rivals, with greater width and depth 
in its clothing offer, particularly in designer and upmarket ranges. 
 
Homewares and furniture ranges are limited, of note mainly in the Knightsbridge store, 
and white goods are absent. Plans to axe the homewares offer from the flagship store in 
2010 were announced in October 2008, as the range has been underperforming and is 
seen as not fitting with the fashion-led focus. 
 
Pricing 
The brand’s top-end positioning is reflected in its brand mix and, accordingly, the price 
pitch. The main appeal is for consumers who can afford not to look at the price tag.  
 
While such a positioning does little to cater for consumers looking to shift down in the 
credit crunch, the brand’s main appeal is likely to be to shoppers reasonably well-
insulated from its effects.  
 
Advertising and marketing  
Harvey Nichols’ publicity supports the wider top-end, differentiated positioning of the 
brand. Product is typically at the centre of the print campaigns, reminiscent in style of 
the artistic campaigns of luxury fashion brands.  
 
The ads to mark the opening of the new store in Bristol showed the usual Harvey Nichols 
twist by featuring animation characters Wallace and Gromit (of Bristol-based Aardman 
studios) posing in designer fashion.  
 
In October 2008, Harvey Nichols joined forces with Dress for Success and Style, to collect 
designer apparel for charity at their stores, offering customers discounts on future 
purchases. 
 
E-commerce and home shopping 
Harvey Nichols now operates an online store, however the offer is limited to a selected 
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range of beauty products, handbags, accessories, tableware and menswear.  
 
Steering clear of (women’s) fashion online is common across the luxury sector, as issues 
of size, fit and the all-important product feel are the most pressing in these products. 
This can translate into a relatively high frequency of negative experiences and returns. 
However, given that fashion is the group’s area of strength, we would expect these 
products to offer great potential online. 
 
The contribution of the online store to sales and profits is currently negligible. However, 
we feel there is greater potential here, as the group seems to be more actively 
integrating the store and online operations, eg now offering free collection of orders at 
UK stores.  
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Appendix 13 
 
Telephone interview with Harvey Nichols 
12.05.09 
We made a phone call to Harvey Nichols headoffice in London, and got to speak to the person 
responsible for retail, Laura Brown.  
Ann: 
Hello, my name is Ann and I am a student from Leeds Metropolitan University. I and four of 
my fellow students are doing a bachelor assignment about a Norwegian fashion company 
called Julius Caesar. This is a male fashion brand that was established in 2006 and has been 
experienced great success back in Norway. However, they feel now that they are ready to 
move outside their home market, and feel that UK is a good place to start. So, we have been 
asked to do a research paper for them in connection with our bachelor assignment.  They want 
us to find out if there is a market for them in the UK and if there is a possibility of succeeding 
here.  In this connection, we did a research at Victoria Quarters in Leeds, and interviewed 
young professional men from the age 20-44, and this also includes the sales manager at 
Harvey Nichols in Victoria Quarter. We showed the respondents the JC collection and got a 
lot of good feedbacks on the collection. And we also asked them about where they could 
picture JC could sell their clothes, and the majority answered Harvey Nichols. Since the 
majority said Harvey Nichols, the sales manager recommended us to call the headquarters and 
as of some advice and feedbacks. This is why I am calling today.  
I was wondering if you could give me some answers regarding this kind of process of taking 
in a new unfamiliar brand into your stores. How this usually works? 
Laura Brown: 
Hello, this all sounds very interesting but it is very hard for me to give you feedbacks when I 
have not seen the collection with my own eyes. But normally we get calls from different 
designer companies that are interesting in selling their clothes at Harvey Nichols, and if I like 
their sales pitch, I will give them my e-mail address, and they will send me pictures and 
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maybe the company’s websites if there is any.  If I like what I see, I will eventually call inn 
for a meeting and have them present their company and their products for us. If they are what 
we are looking for we will take in some of the products and see if it appeals to our customer at 
Harvey Nichols. It is as simple as that.  
So, what I can do is give you my e-mail address, and you can send me all the information that 
I need regarding Julius Caesar, and I will take a look at it. I will contact you if I think the 
brand fits in with us.  
Ann: Thank you for your time, and I will send you with all the information you need. 
Laura: Good Day 
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